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16,873,929 ads in 6 great national magazines 
telling about the John C. Roberts Shoe... 
its “Mellow-Stride Feature” ...its fine leathers 
...expert design...careful craftsmanship... 
smart style...and extra value. Are you ready 
to cash in on this powerful pre-selling influ- 
ence? Ask us about the John C. Roberts line. 
FRIEDMAN -SHELBY DIVISION @ INTERNATIONAL SHOE CO. 
ST. LOUIS 





Cocriminating Crities 2 et Caer 


most competent judges of fine calfskin .. . 


the nation’s foremost stylists, manufacturers, shoe 


merchants and shoe wearers... . have given their 


highest approbation to the Quality, Color, Finish 
and Long Life of 
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A slingback platform in Tandrite Color No. 
313 red. Vamp ornamented with circular 
white perforations. Also made in Tandrite 
Green, Blue, Town Brown and Army Russet. 
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“impression factor’ 


in Shoes? 


Your woman customer can tell you how a shoe 
looks, how it feels on her foot. But there’s one 
thing about it she usually can't tell you. 

That's the “impression factor” . . . the sub- 
conscious feeling a shoe creates in a customer's 
mind toward an entire /ine of shoes. 

The Vitality line has an excellent “impres- 
sion factor.” We know it because of one sim- 
ple but important fact . . . Vitality customers 
are repeat customers! 

A Vitality customer never needs to be resold 
on the line. She knows she gets quality in 
Vitality shoes. She knows she gets the latest 
and bestof styles. She knows she gets proper fit. 


And when it is time for a new pair of shoes, 
the Vitality customer automatically heads 
back to her Vitality store. With the cost of 
getting a mew customer what it is, you can see 
how truly profitable it is to have this o/d cus- 
tomer coming back again and again. 

Good reason why Vitality dealers are in an 
enviable position. Though they can’t measure 
Vitality’s “impression factor” in itself, they 
can measure its results in terms of sales and 
profits. 

And that, we think you'll agree, is a very 
desirable way to measure. 


more-for-your-money shoes 


Complete range of women's sizes and widths 


Vitality Open Road Shoes 
for Outdoor and Campus Wear 


Vitality Shoes for Children 





Made ty Americas Largest Shoemakers 
VITALITY SHOE COMPANY, Division of International Shoe Company, ST. LOUIS 3, MO. 
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SPORT SHOE 
PARADE 













STYLE 5412 





Get the money-making advan- 
tages, independence, stability and S t eps Op 
ever growing future that Holland- 


Racine offers. Complete style and $ ALE s an d PRO é ITS 


price ranges that meet all competi- 


tion...0 factory policy chat sup- Ventilation in a shoe without that “Old” look. 
ports your business and protects 


Cool-Breeze Mesh with the full 


your franchise. Four fast selling 


Maes . .. Doctor Shoes, Ne-SGasies, vamp lasted under for long wearing comfort. 
Pace-Setters and McCoys. 


Write for 
FULL INFORMATION 


Just one more of the many fine styles in 
Holland-Racine’s new Sport Shoe Parade. 


Style No. 5412 as shown is priced at $6.90 


HOLLAND- Zaccue SHOES 


INCORPORATED 
HOLLAND, MICHIGAN 
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Right as can be! Estimate how 
deep into the rainbow of col- 
ored shoes you would have to 
risk capital in order to do-the 
same volume of business you 
know is possible with safer 
stocks of white shoes. 


Profits . . . not glory ... keep 
you in business! 











smooth suede 


GC. LEVOR & -C0., INC. 





GLOVERSVILLE, VY 





a - Wael 


They just can’t take it! 


Genaine reptiles are usually bark- 
tamned and are quickly and perma- 
mently discelered by steam. 
De net attempt te steam-sofien 
thermeplasitic bex tees in rep- 
tile uppers. Get yvoeur Beckwith 
agent’s recommendation in 
advance of cutting uppers. 
Depending upon which prac- 
tlee yeur cenditiens best faver, 
he can cither supply yeu with 
ary heaters er arrange fer your 
Comperery use of canned pre- 
ead solvent bex tees which 
require neo solvent wet- 


ting at palling-over. 
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e One of the best ways to counteract consumer 


resistance is to offer your customers value plus. 


When you sell Walk-Overs you’re selling 
something more than just another 
pair of shoes. You are selling 
Pre-tested Styles, Precision Fit, 
Proven Lasts...the extra 
dividends that build 

customer loyalty, and 

pave the way for 


repeat business. 


Walk-Over prices from $13.95 


WALK OVER SHOES 


Geo. E. Keith Company, 
Brockton 63, Mass. 


New York Sales Rooms. 
Marbridge Building—822 and 906 
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is the leather that sells your shoes 
wherever the sun says it’s summer 


Long before the first robin appears in northern climes, 
Cretan Calf plays an important part among smart dressers 
— in Florida, Southern California, Bermuda, Mexico, 
and many other meccas of sun-seeking society. 


And all through the summer months, Cretan Calf 
appeals to those who appreciate the fine things of 
life. The smooth, unglazed finish; the permanent, supple 
softness ; the rich warm colors; and the pleasing contrast 
of Cretan Calf against white buck account for the 
popularity of this famous Gallun vegetable tannage. 


Now is the time to think of your volume of summer 
shoe sales. Build a loyal customer following — a 
following that comes back year after year for more of the 
same kind of shoes. Check the Gallun numbers in your 
orders to leading manufacturers. A. F. Gallun & 
Sons Corporation, Tanners, Milwaukee, Wisconsin 








: Norwegion Calf Normandie Celf 277-14 Ai). ye 
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Bring that extra Holiday and 
Vacation volume to your Shoe 
Department — and when you 


need it most — in Warm 


Weather. 


Ae 
SS THE ALOHA 


“<= Rich summer multi-col- 
ors in cool, comfortable 
summer fabrics. 


. a 
sonaate 
THE NAHANT 


Brilliantly colorful multi-color stripe 
upper of airy woven fibre with mer- 


—~ ea __ erized cotton back for smooth foot 


comfort. 


THE Cambridge RUBBER COMPANY 


FURST in Foot Fashion 
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* CHARACTER SANDALS 


FOR TOTS - BOYS * GIRLS 


What do we like more than or- 


~ 


a 40 


ene = * 


ders—reorders! And we're get- 
ting plenty of those on our now 
famous Character Sandals. 


Each character hand-painted and embossed 
in four colors. Selected top grain leathers. . . . 
B. F. Goodrich long-wearing soles and heels. 


Style No. 600 Mickey Mouse sandal. Style 
No. 611 Donald Duck sandal. Minimum order: 
36 pairs of a character and color. Packed in 
sizes 6-3 if desired. 

Don't miss out on the most outstanding san- 
dal promotion of the season—our capacity is 
rapidly being reached. Place your order 
NOW. 
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Available in red, brown, natural and white. Infants’ 
size 6 to misses’ size 3—full sizes only. Featuring pre- 
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tested lasts to insure proper fit. Attractively Boxed. 


SPORTING SHOE COMPANY INC. 
Manufacturers of WALT DISNEY 


39 
: Chambers St. 
rs New York 7 
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. .. AND DON’T FORGET YOUR 


PINE TREE yigicism® 


Vacation trip, or around the town, you'll be 
“going places” in genuine Pine Tree Moccasins. 


Hand sewn, handsomely styled, happily priced. 


See them today, at good stores coast to coast. 


HAMMOND MOCCASINS INC., BANGOR, MAINE 
Established 1928 











“THE APPEARANCE OF OUR LINE HIT A NEW HIGH 
when our factory turned to United for Finishes”’ 








The Sales Manager who asked for better finishes for his entire 
line may — or may not know 4ow the factory obtained results. 


In this case, his finishing room foreman called in a United Finish- 


ing Specialist to analyze finishing practices, to suggest and demon- 
strate the way to get the best results . .. and to supply the materials 
for the job. 


United Finishing Specialists can provide you with finishing for- 


mulas and methods that will restore and enhance the original char- 

acter of the leather surface. Throughout the country, these men are 

helping manufacturers improve the appearance of their shoes. 
FOR ERS 


For help in stepping up the “buy appeal” of your line call upon the 
$s services of the qualified United Finishing expert in your area. 
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UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 




















The railroads charge about 4c a mile. 
Shoes cost you about 3c for 10 miles, or 5c a day for an 


average 15-mile-a-day service—perhaps a shade less than 
you pay for a bottle of pop or coke. 


5 ¢ A DAY FOR TRANSPORTATION, MILLER OPTHOPEDIC 
SHOES ARE THE BEST BUY IN ALL THE WORLD! 


Miller Shoes for you in 1948? A distinct 
possibility. although we still cannot make 
promises. Get your name on our “New 
Accounts” list and we will do our best 


by you. 


IN YOUR SHOES 
Reg. U. S. Pat. Off. 


THE MILLER SHOE COMPANY 


4015 Cherry St. Cincinnati 23, Ohio 


NEW YORK OFFICE 
656 Marbridge Bidg. 


ORTHOPEDIC DIRECTION OF ALBERT E. KLINKICHT 
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Bastia’ sales records is a regular 
performance with Rough Riders. 
That's why smart shoe dealers put 
their money on this winning line of 
youngsters” shoes. Kids enthusiasti- 
cally “‘okay"’ Rough Riders’ grown-up 
styles. And parents know that Rough 
Riders wear and wear like iron. Leather 
insoles and sturdy leather outsoles . . . 
clever styling . . . complete line of 
Goodyear welts and Compos in widths 
AtoD... for infants, children and 
misses. Nationally advertised in your 
Patent Appeal 
. every petite glamour 


girl wants a gleaming 
patent ankle strap. Also 


customers’ favorite magazines. For full 


information on this fast-selling line, 


L 
write today to Rough Rider Division, ‘¢ 2 Rg gn > ena a 
Ma 7 +. si . 
Cannon Shoe Company, Lafayette Ave. & Pe SU 
‘ ° Favorite Ghillie . . . 
Dickson St., Baltimore 17, Maryland. sells icself. Irresistible in 


cherry red, this Ghillie 
oxford comes in widths A 
to D, sizes 8% to 3. Alse 
available in white 


&” 






Smart and Sturdy Shoes 
_ for Boys and Girls 


ROUGH RIDERS 


CANNON SHOE COMPANY, BALTIMORE 17, MARYLAND 


12 Boot and Shoe Recorder 

















peal 
mour 
ming 
Also 
red 
o 12 


rder 
















YES! They're a sensation in the shoe trade! 

YES! They’re flameproof! Non-inflammable! Safer! 

YES! They‘re more beautifully finished! Smoother! Not sprayed! 

YES! They're many times stronger than old-type forms! Won't collapse! 


SEE HOW 
they show off 
novelty styles 
to better 

advantage! 





THEY’RE TERRIFIC! OUR 


NEW PLASTIC DISPLAY FORMS 


New Production Techniques Make Possible This Sensationally Low Price 





A shoe merchant writes: “They're all your ad claimed, and more. When | wrote my 
sample order, | was frankly skeptical because of the low price. But when we saw 
the forms and tried them out, we were all really amazed because they are so much 











finer than any shoe display forms we've ever seen.” Another retailer says: “They fit per pair 
so beautifully, I’m going all out to use them in all my displays.” . .. WHY NOT GET bess: ; 
You get closed tops, inte 
YOUR ORDER IN TODAY? ee ss ae ae anel 
* FRANKEL PLASTIC CORP., 493 - 7th Ave., New York 18, N. Y. : 
FRANKEL PLASTIC CORP. == aan 
e. - of 377 Display forms. ‘Terma: Net. F.O. 8. N. Y. = 
; Store Nome a 
493 Seventh Ave., New York 18, N.Y. = sddron parr ees & 
> City and State eee a > 
WISCONSIN 7-0450 ° : 
e Ship via Order No. e 
Jack D. Shenker, Sales Mgr., Shoe Display Form Division S0ededcboccecsdoeds eases 
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BETTER QUALITY 
BETTER STYLING 
BETTER TURNOVER 
BETTER MARK-UP 


+ + 
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ee by GERDA 
a. NEW YORK 


WISHBONE ENVELOPE OXFORD 
Smooth Elk Lecther, No-Mark 
Smooth Elk Leather. No-Mark Succkte Gate. 
Durable Sole. 6412—White 
ag Gia theck tt 
6610 — Red oe ‘ 
Sixes 4-9 kes M Width eee — Fy - Ray 
Sizes 4-9 M Width 
$2.35 


PERFORATED SANDAL INTERWOVEN PUMP 
Smooth Elk Leather. No-Mork Smooth Elk Lecther. No-Mark 


Durable Sole. Durable Sole. 
: 6416 — White 

6415 — White ‘sié — Red 

6615 — Red 6516 — Multi (Red, Yellow, 

6315 — Black Suede with , Blue Comb. 

Arrabuk Platform Sizes 4-9 
Sizes 4-9 M Width 2.35 
$2.35 


INTERWOVEN ANKLE STRAP 
Smoeth ll Leather. No-Mark DOUBLE BUCKLED VAMP 







6418 — White Smooth Elk Leather, No-Mork 
6618 — Red Durable Sole. 
6518 — Multi (Red, Green, 6426 — White 
Yellow, Blue Comb.) 6626 — Red : 
6318 — Black Svede with 6324 — Black Suede with 
Arrabuk Platform . Arrabuk Platform : 
Sizes 49 M Width Sites 49 
$2.35 
Also available in GOLD LEA Also available in GOLD LEA 
with Fine Gold Mesh Platform with Fine Gold Mesh Platform 
$3.85 $3.65 


NOTE: All above styles available for IMMEDIATE 
DELIVERY, in Black Suede, Red or White Elk. 





Lia for BIG CASUAL PROFITS in '48? Gerda's got the formula and the casuals to back ' 
it up. Build your business on better casuals. “Plus quality” and styling pays dividends in ‘ 
turnover and profit. For every casual requirement try Gerda first—where volume is up 
and prices are down. You'll be amazed at their quality and variety of styles. 


Somples on Request. Packed in attractive GALURE boxes. 





” i 


—"“vA-mne . oe a 
GERDA Footwear COMPANY. INC. 


“GERDAGRAM” For Exgor 
158 DUANE STREET ° NEW YORK 13, N.Y 
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Farmer calls Vul-Cork «4 Farm 
lly a farm 
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Says Filling Station Attendant * e 
r “The Vul-Cork Sole does not soak up oil as 8 Sole * “Those Vul-Cork Soles are rea 
other soles do, and wear and stand up better sole, they wear farther than any sole I've ever 
/ than any sole I’ve ever used. They keep their worn, they grip on roofs and climbing 80 you 
shape well too — don’t bulge or get ragged.” don’t slip, they're really water-proof, and the 
farm acids that ruin other soles don’t seem to 
Says a Large Express Company ° affect Vul-Corks the slightest. and | never had 
“The employees using Vul-Cork Soles report that anything on ™Y feet so good to keep out cold 
they have proven valuable as @ protection and heat.” 
ost aiding and sipping o% Cr amor ion as Milkman Praises Vul-Cork Insul- 
cement, modern platforms and car floors: F ation © “1 deliver milk for the Milk 
mae An Electrical Manufacturer Doesn't Co., and I was out in all kinds of peg They 
' Pull His Punches in Speaking a are the best soles 1 ever wore for com ort in 
winter and for being cool in summer 
Airline Company 


“They are the best 
says*” chief praise for the soles is that 
ye, and yet 


non-skid soles we ever had.” ge 
ee About Comfortan 
= ualities 4 Rail- {es 
they are not soft and springy ** cre} 


: 
' oe road Company says * “These soles are 
very good, lasting three times longet than ordi- they are easier on the feet.” 
nary soles under the same working conditions.” (Ss A Coke Manufacturin 
“Flexible Excellent, easy © 
shock absorbing.” 


=~ About Wearing Q 
g Firm Adds 


n our feet and 


Send for list of 
Manufact , 
we hy ether — whe festure Vul-Cork Styles. 
ork Sh , 
oes, Boys LOOK FOR THiS (Asel, 


Shoes, Men’s or 








ALWAYS ON THE SHANK 























IF IT ISN'T LABE 
LED VUL-CO 
WIT . RK... 1 
H VUL-CORK'S UNIQUE PR bad ag abin er ‘ees 


CAMBRIDGE 
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Half the Fun of Havi 


RED GOOSE DIVISION « INTERNATIONAL SHOE COMPANY « ST. LOUIS, MO. 


Boot and Shoe Recorder 


16 







67,629,559 
SALES MESSAGES 


IN 


82 NEWSPAPERS 
AND MAGAZINES 




















ng Feet for Young America since 1907 


PARENTS [Ti 
> of 20 


= 
) : : = - 


This mammoth advertising campaign for 
Red Goose Shoes . . . now appearing in 82 
newspapers and magazines before millions 
of American youngsters and their parents 
from coast to coast and border to border... 
is building demand for the fine fit, comfort, 
long wear, and smart style of Red Goose 
Shoes. Are you all set to reap greater 
profits in your juvenile shoe department? 
A complete line of Red Goose tie-in adver- 
tising material, including newspaper mats 
and radio spots, is available. Ask our repre- 
sentative or write us. 























FASHION STEP 

SHOES BRING 

COMFORT TO 
FASHION 


Nu-Way “Triple EEE” 


platform shoes are the only 
consumer tested platforms 
that will assure you of in- 
creased unit sales. As a re- 
sult of past experience NU- 
WAY has improved these 
scientifically constructed 
shoes to bring comfort to 
fashion for the most over- 
looked phase of your busi- 
ness. ’ 


SHOES 


Now we can help you meet 
your customers’ demand 
for stylish %” platform 
shoes with Cuban heels for 
easy walking. Available in 
C, D, E and EEE widths. 
Order today to get your 
full share of these money 
making shoes! In stock for 
immediate delivery. 


Price: Widths C & D: $5.10 









725 Black Patent Leather 
Widths: C (4%-9) 

D (4-10) 

E (4%-10) 

EEE (4-10) 


727 Black Kid 
Widths: C (4%4-9) 
D, E (4%-10) 


729 Blue Leather 
Widths: D (4-10) 
E (4%-10) 
EEE (4-10) 









f : 













750 Black Kid 
Widths: C (4%-9) 
D, E, EEE (4-10) 


752 Brown Kid 
Widths: C (444-9) 
D, E, EEE (4-10) 


754 Black Suede 
Widths: D, E, EEE (4-10) 





740 Black Kid 

Widths: C (4-9) 

D, E, EEE (4-10) 

742 Black Suede 
Widths: D (4%4-10) 

E, EEE (4-10) 

744 Blue Leather 
Widths: C (4%4-9) 

D, E (4%-10) 

EEE (4-10) 

746 Brown Leather 
Widths: D, E (4%4-10) 
EEE (4-10) 

748 Black Patent Leather 
Widths: D, E, EEE (4-10) 





700 Black Patent Leather 
Widths: C, D, E, EEE 

702 Black Kid 

Widths: C, D, E, EEE 

704 Army Russet Brown Leather 
Widths: C. D. E, EEE 

706 Blue Leather 

Widths: C, D, E, EEE 

Also available in closed back: 
715 Black Patent Leather 
Widths: C, D, E, EEE 

717 Black Kid 

Widths: C, D, E, EEE 

719 Army Russet Brown Leather 
Widths: C, D, E, EEE 
Sizes: C width (444-9) 
D, E, EEE (4-10) 








E & EEE: $5.25 
(25c extra for sizes 942 and 10) 
Terms: Net F.O.B. New York, 
N. Y. 
Prices subject to change with- 
out notice. 





MINIMUM ORDER: 
12 PAIRS OF ONE WIDTH 


ADVERTISING MATS AVAILABLE 








Miami Beach, Fla.: 1129 West Ave.—Harry Berk Chicago: Tel 





Exporters 
Sates Offices and Shewreems 
142 DUANE STREET, NEW YORK 13, N. Y. 
Philadelphia Showroom: 32 Wo. Fourth St.—Al Lonker Detroit: 166-24 Woodingham Dr 


Lee Choden 
Superior 7243 —Julian Weiss 
America’s Largest Distributor of Arch Footwear Since 1919 
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BOSTON 


APRIL 5 TO 8 

























Necessitates Earlier Fall Buying 


[2 Buyers are urged to make Hotel Reservations immediately. 
Sponsored by the NEW ENGLAND SHOE & LEATHER ASSOCIATION, BOSTON, MASS. 











The \e2*~Fea¢. beat of this tom-tom 
drums up sales | 


Here’s a display so unusual and appealing that it’s 






















sure to pull scores of passers-by right into your store. 

For this dramatic Plymouth “Injun Moc” tom- 
tom is a perfect replica of the real thing — with its 
sturdy drumskin held securely by tightly-laced 
thongs. And it features one of the fastest selling 


Plymooth 


— the exclusively constructed casual that's tops STYLE SHOES FOR MEN 


shoes in the smart Plymouth line — “Injun Moc”’ 





for both business and sport wear. 

To make sure you get your full share of “Injun 
Moc” sales, write for information on how you 
can obtain this unique tom-tom—a¢ no cost to you! 


Mail the coupon today! 


wo % 





I’m also beating 
the tom-tom for you 
in exciting Collier's 
and Esquire ads! 


If you're not already a 
Plymouth dealer... 


-.join us now — in time to 
reap the benefits of the exciting 
“Injun Moc” promotion. Write 
immediately for complete par- 
ticulars on the profitable 
Plymouth franchise. 


=_-—- Sor cr : - —— — — — 
— 





PLYMOUTH SHOE COMPANY, MIDDLEBORO, MASS. 


Please send me particulars on the “Injun Moc” display. 


Buyer's Name 


CLIP THE COUPON FOR FULL 
PARTICULARS ABOUT THIS 
UNIQUE DISPLAY... 


Store Name oo... .cccccccccccecccssecccceecseecsececenees 


Rc cicentassciceatonsvsissiarsinctitsesniapacicstiactubiiaanaipstrasitaiaicieaicen tn te cunet tides ecto 


PLYMOUTH SHOE COMPANY 
FACTORIES AT MIDDLEBORO, MASS. 
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Let S This Fiddle Shank is designed to provide maximum 


strength consistent with the style of the shoe. The 


Look Closely broad heel part of the fiddle design provides lateral 
stability and the narrow waist is ribbed for full 
ata support through the arch. The toe part is flattened 


— to eliminate excessive thickness at the ball line. 
Soentall 
@| | titted To maintain accuracy of curve and fit, the Vita- 


Tempering process imparts the structural strength and 





rigidity necessary for the proper support of a shoe. 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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YOUNG BUSINESS IS PROFITABLE BUSINESS 





A New Sales-Promoter for You... 


5 MILLION 


YOUNG READERS 


will see Friendly’s “Fancy Flats” 
in May “Seventeen” 


Watch for this full color page 
building desire among youngcus- 


tomers .. 


. building sales for you! 





A new summer-weight shoe! 


Here’s an entirely new and young approach to 
welt sport shoes — Friendly “FANCY FLATS.” 
They're light-of-heart, light-of-foot sandal-type 
shoes — the answer to your young customers’ 
desire for light-weight summer shoes. Countless 
dealers know how Friendly’s young-minded or- 
ganization pays off with more young shoes for 
profitable business. Let Friendly’s “FANCY 


FLATS” bring extra sales volume to you, too. 


triendly 


thal 


REG U S PAT OFF 


MADE BY EDGEWOOD SHOE CO., DIVISION GENERAL SHOE CORP., 
NASHVILLE, TENN. 
New York Representative: Mr. Pui Byer, Hotel McAlpin, New York City 











“TREND-SETTING” STYLING 








With Winthrop,“Always First With All That’s New” is more than a slogan 
- + it’s a tradition. Out-of-the-ordinary styles like this Triple-Decker Slack have 
won Winthrop a reputation for “trend-setting” styling. This styling, combined 
with superior quality and craftsmanship,has won Winthrop the confi- 
dence of America’s most style-conscious, value-conscious 


-. + has made Winthrop the fastest growing 
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‘Wartunoe Suoes for Men Wantunoe Jas. for Boye 
$995 16 $1 595 $695 to $895 
(Some Higher) (Sizes 1 to 9) 
In-’n-Outers 
$Q95 
oy Winthrop Shoe Co. + Div: International Shoe Company « St. Louis 
eeaseus New York Sales Office. Room 914, Marbridge Building 
wees Sea “ &hQ eee 
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SPOKANE. WASHINGTON 8 


January 29, 1948 


Mr. P. H. Atkins, Gen'l Mgr. 
Winthrop Shoe Company 

1509 Washinghton Avenue 

St. Louis, Missouri 


Dear Paul: 


When I look back over the 11 years that we have carried the 
Winthrop line, I sometimes try to analyze for myself the reason, 
or reasons, Winthrop has grown to be so important in our operation. 
Of course, on an overall basis you might say that the line has 
everything: Style, quality, fine national advertising, etc. But 
actually I think most good lines of men's shoes have all these 
things to some degree. In Winthrop's case I think there is one 
dominant reason why your line has enjoyed the phenomenal growth and 
achieved the high Standing it has: IT IS STYLING. 


From the early days when you introduced the Slack, the Klomp, 
the Gaucho and the Westerner, until more recently when you intro- 


duced In-'n-Outers, the Haif-Track and the Triple—Decker, Winthrop 


has always stood for, what I call, "trend-setting" Styling. These 
shoes have definitely changed men's shoe buying habits. 


But even more ... you have breathed a vibrant type of styling 
into the entire Winthrop line that gives it an air or atmosphere 
that had been lacking to such a great degree in men's shoes for so 


many years ... an air that has influenced the whole men's shoe 
industry. 


Hence, as we go into our 12th year with you, I want you to 
know that we feel that your outstanding, head-of-—the-parade styling, 
more than any other one thing, is responsible for your phenomenal 


growth and the consumer demand we find growing Steadily season by 
season 


Sincerely yours, 


LES CR 'S MEN'S SHOP 
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THIS ADVERTISEMENT IN FULL COLOR IS APPEARING IN MADEMOISELLE, SEVENTEEN AND OTHER NATIONAL MAGAZINES. 


ye ) ae 
M0 





o-s-——<—-eoooo-- 


“LANOLIZE” is a magic word that's 
sweeping the country. To more millions 
of people than ever, it means the way to 
brighter shoes. They no longer shine 
their shoes with ordinary polish... they 
LANOLIZE them with ESQUIRE POLISH. 


Yet, “LANOLIZE” means nothing to a 
drug store...or a variety store or a gro- 
cery store. And here’s why. LANOLIZE 
belongs to ESQUIRE POLISHES ... and 
ESQUIRE POLISHES belong to YOU! 


ESQUIRE POLISHES are sold exclusively 
in shoe stores, shoe departments, 


shoe repair shops... NOWHERE ELSE! 
It is this policy of exclusive distribution 
— backéd by tremendous National 
advertising—that zoomed ESQUIRE 
POLISHES to the top. It is this policy of 
exclusive distribution that has made 
ESQUIRE America’s number one 25¢ 
polish in sales and profits. Cash in on 
our exclusive distribution policy! Cash 
in on our National advertising! Cash in 
on this terrific demand! Feature every 
item in the ESQUIRE POLISH line! Let 
the folks in your town know that they 
must come to you for ESQUIRE POLISH! 




















































ESQUIRE 
LANOL-WHITE 


Two years ago when ESQUIRE LANOL-WHITE 
first made its appearance, jobbers and retailers all 
over the country said: “Where has this been all 
our lives? At last, here’s a white shoe cleaner that 
has dramatic selling features that no white cleaner 
ever had before.” How right they were... and 
are! I. ESQUIRE LANOL-WHITE is the only 
cleaner that LANOLIZES white shoes. 2. ESQUIRE 
LANOL-WHITE is safer for babies... it’s made with 
the exclusive Perm-Aseptic process. 3. ESQUIRE 
LANOL-WHITE helps keep white shoes softer .. . 
because it contains LANOLIN. No wonder in just 
2 short years, ESQUIRE LANOL-WHITE is right up 
there at the top. Feature ESQUIRE LANOL-WHITE 
this white season... for the biggest and fastest 
white cleaner profits ever. Your jobber has 
ESQUIRE LANOL-WHITE now! 


SORRY MADAM YOU'LL 
HAVE TO GO TO YOUR 
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KNOMARK 
MFG. CO., INC. 


Reg. U. S. Pot. Off. 
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When you choose a branded line... choose a better value! 








THE EXCITING FEATURE about the Ward Hill 
line is that it is the best shoe value in the 
country! The Ward Hill line is priced at what 
it is worth—not at what it could bring. 

But we're not asking you to take our word 
for it. We want you to see for yourself why 
Ward Hill Shoes are a better value. We'd like 
you to finger the value of the leather on any 
one of our uppers. We'd like you to feel the 
value in the balanced, measured weight of our 
innersoles. 

Yes! And you can bank on the Ward Hill 
line’s moving . . . but fast! It is being promoted 
with a terrific 3-way sales plan: Powerful na- 
tional advertising in Pic, Collier’s and Esquire. 
(As much or more than many other leading ad- 
vertisers.) Plus a consumer education program! 
Plus a heap of good sound merchandising 
helps for you at point of sale. 

And that’s not all. Ward Hill has a well- 
balanced In-Stock Department ready to serve 
you, too. Not just a few specialties. (Our dealers 
tell us it’s hot!) 

Actually Ward Hill must be hot! For al- 
though we’ve promoted Ward Hill for just a few 
months now, we can boast of hundreds of smart, 
satisfied dealers. Why don’t you take a look at 
this new, better value, branded line before you 
make any decision. 

Write for our In-Stock Catalogue to Knipe 
Bros., Inc., Ward Hill, Mass., for over 60 years 
famous for fine shoes for men. 


KNIPE BROS., INC. . 


xt Setter Value... AT A MODERATE PRICE 


ef. TO GIVE a double- 
decker value. 
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€. 10 GIVE a better 
shoe for the money 
. .. a shoe priced 
at what it is worth 
—not at what it 


could bring. 
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Wales lost. 
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HOMER 


--- @ Blunt Last 
with a Keen Look 
...anda 


Promising Future 





Definitely “he man”. . . with forepart built to 
“throw” an entirely new toe expression — this 
last foretells a shoe that will be equally at home 
on campus or Main Street. Enough rocker 
bottom and toe spring for greater evervday 
comfort. Ask your United Last representative 


about this and other last pace-setters. 


BOSTON, MASSACHUSETTS 
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Outdoor life is as Important to the active women of today 


as the style and comfort of correct shoe goring is to their 


shoes 


way 


in goring is the finest — it has 


durability, uniformity of tension and uniformity of stretch. 


More and more, goring is in demand to 
meet the problem of combining both style 
and comfort in today’s shoes. 


Carr-Fulflex* @@ 


BRISTOL, RHODE ISLAND 2 
THE QUALITY ELASTIC 
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3117—Biock kid, step-in; 
18/8 heel with 44° platform 
3118—Some style with open 
heel. 


3167 —Biock kid, “U™ throct, 
5 eyelet oxford; 18/8 heel, 
%&" plotiorm. 
3168—Same style with 
closed beck. 
3219—Biock kid, woll lost, 
step-in; 17/8 heel. 
3270—Biock kid, woll fost, 
blucher oxford; 17/8 heel. 
IN STOCK FOR 
\AMEDIATE DELIVERY 


(suede and colors — 6 


To retail 
$9.95 to $11.95 
Some ot $8.95 


the most 

comfortably-fitted customers 
in the country 

walk in smart-styled 


> 
eexcuusive: (2oad, 


No wonder franchised NATURAL STEP retailers* 
quickly find themselves The Standout Store 
of their community! For, with NATURAL STEP 
you can offer women an outstanding 
combination of those most-sought-after shoe 


qualities— sturdy comfort AND smart style! 


Yes, today women who wear wide shoes, but 
insist they be smart shoes, can have both— 
with NATURAL STEP! © The perfect fit they 
want, in NATURAL STEP’S unusual range of 
widths and sizes. And in suede or colors. 

© Superb NATURAL STEP craftsmanship, 
developed in thirty years of manufacturing 
experience * The daintily feminine designs 
your hard-to-fit customer craves for —and 
comes back for, again and again! 


OF FRANCHISES NOW OPEN! 


There may be one available in your community. Write 
us for full details on how you can Fit—and proFit—with 


MATS AVAILABLE FOR YOUR IRVING SHOE COMPANY 


LOCAL ADS 14 MW. SANGAMON ST.. CHICAGO 7, AL. 


NOW! TAKE THE otal 9 ...turoven rus “-*-P-E open poor ro VOLUME SELLING! 
ry 
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the man 
who went blind 


An executive in the shoe industry who had worked all his life 
in the industry went blind. He had a family to 

support, mortgage payments to meet, and plenty of 

Doctor’s bills. 

It isn’t difficult to realize what such a situation can 

do to a man’s spirit. 

The 210 Associates knew what they could do and they 
stepped in and took over. 

They paid his bills, met the mortgage payments, took care 
of his family and bought him a Seeing Eye dog. 

That isn’t all! 

The 210 Associates found him a job, and today that man 
is working and paying back the money. He doesn’t have 

to, but that’s the kind of a guy he is. 

What’s his name? 

No one will ever know. That is how the 210 Associates work. 





The 210 Associates ask you to join with 
other members of the shoe industry in 
supporting this worthy cause. Join... give 
... advertise in the Year Book. 


__ D210 _ASSOCIATES, inc. 








210 LINCOLN STREET, BOSTON 11, MASSACHUSETTS 


This space contributed by the Boot & Shoe Recorder in the best interests of the industry it serves. 
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Sundial Shoes are leaders in value and styling 
— heavily and dramatically advertised — with 
ca complete family line for men, women and 
children, all merchandised under the One Brand 
Nome — Sundial — A Product of International 
Shoe Company. Need we say more! 


















SUNDIAL SHOE COMPANY 
NEW HAMPSHIRE 
DIVISION OF INTERNATIONAL SHOE COMPANY 


NAME Line 








The golden nest eggs these 3,000,000 
housewives and mothers will lay on the retail 
counters of America will be 
worth $11 billion $637 million in 1948: 


$ 229,000,000 for Shoes and other Footwear 
$1,258,000,000 for Clothing and Accessories 
$ 114,000,000 for Jewelry and Watches 

$ 188,000,000 for Personal Care 
$1,459,000,000 for Household Operations 


And you can find all 3,000,000 of them in Woman's Day’s 


basket . . . living where 889% of all retail merchandise 
is sold .. . and 71% of them beautifully bunched in 
- cities of 10,000 and over. At the lowest page rate 
ta} per thousand of any women’s service magazine, 
/ Woman's Day enjoys the greatest singie copy sale (100%) 


of any magazine in existence! Other indications 
of vital editorial interest are (1) Woman's Day has 
received, in a single year, more than 600,000 reader letters and more than 
700,000 requests (without advertising inducement) for instructions. (2) Woman's Day 
boasts the greatest percentage of housewives and mothers of any women’s service magazine. 
(3) Woman's Day attracts the greatest concentration of price-conscious, economy-minded 
women in these United States. Advertisers who count costs court women who count pennies. 


FOUND MONEY—Extravagance is no index of a prospect’s worth. To 
the contrary... women who stoop to conquer the rising cost of living are 
your best prospects, today and tommorrow! The readers of Woman's Day 
find millions to spare for the products you advertise thanks to the “How 
To” editorial policy of this publication. When women take care of their 
pennies, you'll find your dollars take care of themselves. Found money 
is sound money. 


THE 





MAGAZINE 










because buying is a woman’s business: 


+ Womans Day revr don selling! — 
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NEW CASTLE DIVISION 


Colors for fall and winter, 1948-49: 


GLAZED KANGAROO 
KID MARACAIN SUEDE 
Cafe Brown 3N 40 40 
Chocolate 2N y 44 
Nutria Brown 4N 4N 4N 
Dutch Cocoa 58 as 
Army Russet 43 43 ? 
ail Cinnamon 355 355 355 
Brown Almond 915 51 
Pottery Beige 930 <a ‘a 
Misty Grey 70 70 70 
Charcoal Grey 77 77 77 
Woodland Green 1190 1190 1190 
Cactus Green 1145 1145 1145 
Turtle Green 1195 1195 1195 
Spruce Green 1141 - 1141 
Berry Red 1215 1215 1215 
Tortoise 1405 1405 1405 
Admiral Blue 1330 1330 1331 
BLACK SHADOW BLACK BLACK 
1%) 
MOSAIC GROUP ; 
Purple Tile 1001 1001 1001 
Blue Glaze 1395 ~ 1395 
Brown Lustre 1406 a 1406 
Pottery Orange 1500 ‘a 1500 
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NEW CASTLE DIVISION 
ALLIED KID COMPANY . .” . 100 Gold Street, New York 
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Even the ‘pros’ praised King “B"* 
soles and heels for golf or dress 


This dressy sole has the approval of many golf 
“pros” for its exceptional non-slip qualities. The 
center section of both the sole and heel is Gro-Cord’s 
original Cord-On-End construction. Won't slip on 
wet grass, is non-marking on any floor. 


The smooth-finished edges make King “B” a dressy 

* We will gladly furnish a sole for yatching or any sports wear. No other sole 

list of shoe manufacturers has all the features of King “B”. It's an exclusive 

using this Gro-Cord sole Gro-Cord product made by Gro-Cord’s Cord-On-End 

and heel. construction and the combination of composition 
edges with corded-center section. 


Trade Marks Reg. U. S. Pat. Oit.. Available in contrasting colors with red or brown 
GC R. Co. edges and black center, or all black. 


GRO-CORD RUBBER CO., LIMA, OHIO 


¢ EASIER TO SELL WITH 
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NATIONALLY ADVERTISED SOLE® 
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sf YOURSELF IN HIS SHOES 








The LO-BO 
Style 1468 
+ Brown 
Reverse Leather 





~ 


, 


ROCKET 
Style 949 


Burgundy 
Saddle Stitched 


. . CURTIS shoes. Always 


, The right travel companions . 
comfortable and in good taste wherevér you go— 


business, travel, loafing, indoors or oyt 
CURTIS SHOE styling, leathers, workmanship, wear- 
of the best. You get'America's finest 


shoe values at your CURTIS dealer. For his name, 


ability 


, 
write us. Curtis Shoe Company, Marlboro, Mass 


Copyright 1948, Curtis Shoe Company, Inc 





Made ‘to the same standards 





of quality that won national 

fame for this brand... by the 
/ 

originators of Crepe Soles in 


this country. 
* * — *x* * * 


Rajah Crepe means attach- 
ment by the well-known, time- 
tested methods. As always, ‘just 


attach ‘em and forget ‘em. 


AS ADVERTISED 


IN fiq UVTL 


U.S. PAT. OFF. 


kajah 


The better the sole — the better the shoe. 





Founded 1837 
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Authentic Styling by 
... Suede and Color... 
1948 leather in 


Spice Brown 


ROSTONI 
s 
ROSTONEAN ms 


Spice Brown Bere: 7 Spice Brown 


Concentrated advertising 
power hitting with double 
force ot the peck of the 
Spring and Summer seasons. 
The “‘Spice Brown” story — 
ever 37,000,000 impacts 
“in LIFE and COLLIER’S di- 
rected at your best pros- 
pects—to be seen, read, 
acted upon. Bostonian 
dealers will pipe-in the 


BOSTONIAN SHOES 
Whitman, Mass. 


| 
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SUPERGRIP 


Activated with Hot Vapor Laden Air! 


The full effectiveness of Supergrip is obtained with the new Universal Heat 


Activator. This method of activating sole attaching cement provides a stronger 
initial bond by evaporating the solvents within the cement. It eliminates the 
need of applying solvents! 

This is another case where Supergrip will help you to achieve and maintain 


better sole attaching. 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 








SHOWMANSHIP 


—EVERY MAIN Street in our country is a stage and gOFT SH FOR HA EAR 
DES mo wear 


shoemen are actors on that stage. 


. _ 


SMART MOTHERS ex 


SS 
—There is hardly a Main Street today that cannot BUY JUMPING-JACKS 


boast of one to many glamorous shoe stores. Smart mothers know the value of starting young 
‘uns right. Their pediatricians, doctors, friends, 
have all recommended Jumping-Jacks. The smart 
window trims and all the “fancy fixings” that attract dealer recommends them too, because they satisfy 
the public eye and the public’s dollar. and bring customers back. Only Jumping-Jacks 
have the unique, patented, one-piece sole. All 
—Nathan Hack, past President of the Detroit Shoe seams on the outside—nothing inside to hurt 
little feet. For all children from 
6 months to 4 years of age. 


—To a greater or lesser degree. 


—Beautiful store fronts, artistic interiors, professional 


Dealers’ Association, says: 


—"Showmanship in shoemanship is the art of 
“OFT Sa Ek Baa 
dramatizing the product we sell. Showmanship gOFT Siiges FOR Ning mene 


is part and parcel of our business. It is the 
eye-appealing approach which is so essential 
in the sale of shoes. NO ONE CAN HOPE 
TO BE A SUCCESS unless he is imbued with 
the Art of Showmanship. 


—"A good actor or showman is one who not 
only knows his Lines but one who can inter- 
pret his Lines with a dramatic presentation, in 


a realistic, convincing manner.” 


—And Boot AND SHOE RECORDER has as one of its 


major editorial aims the presentation of original ideas PREVENTS FRICTION © RETAINS SHAPE BUILDS CONFIDENCE FOR “FIRST STEPS” 
- , ° Numbe lef id ‘ Jock 

and stories of the other fellow’s accomplishments that ya ened ape Stig 
. . . . , ond friction due to turning ossure more 
will stimulate any merchant—who is facing the Neu +o cham ie oo HEEBUEEA iccuntcl wetting trom 
. _ . - ° Number two (right) the stort. Extro sotis 
Com petition—with confidence, courage, and the will- shows foot freedom, foction ossured by sw 
ond equa! distribu perior craftsmanship 


ingness to undertake adventure. tion of weight ond moterials 


Fb Tebdaer_ VAISEY-BRISTOL SHOE COMPANY, INC 


President 
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FLORSHEIM 


in Newspaper Advertising 


In 1947 over 1,000,000 lines of 


Florsheim Men’s Shoe Advertising 





appeared in metropolitan newspapers 


in cities of 100,000 and over! 





. . . Advertising leadership through the years, in both magazines 
and newspapers, is just one more reason why more men wear 


Florsheim Shoes than all other quality makes combined. { 





THE FLORSHEIM SHOE COMPANY « CHICAGO ¢« MAKERS OF FINE SHOES FOR MEN AND WOMEN 
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by EUGENE J. HARDY 





A leveling off in high prices early this month is anticipated by 
government economists who are currently attempting to analyze the break in 
commodity markets. Consumer resistance is given considerable credit for 
the easing in hide prices. This weakening of prices recorded in the early 
weeks of the year makes the outlook for continued steady volume in leather 
much brighter, according to the Department of Commerce. 

Although it will be some time before any price declines are re- 
flected at the consumer level, Washington observers point out that con- 
sumers are aware of the decline in hide prices recorded last month and can 
be expected to look forward to some drop in the price of footwear and 
other leather goods. 

If this does not eventuate, it could readily result in much 
greater resistance to leather goods prices than has heretofore been ex- 
pressed. 

A favorable factor in the easing market is the absence of large 
inventories of leather, either as such or in the form of hides and skins 
or finished leather manufactures. This means that there is little like- 
lihood of a scarce market in these commodities and once prices reach a 
satisfactory level, trade will gradually return to normal, according to 
Commerce officials. 

Reports from retail centers reaching Washington indicate that 
demand for high-priced shoes is still falling off. Independent merchants 
are losing to chains and bargain basements of department stores. Medium 
and lower-priced shoes are making up more of the independent's business. 
Dollar-wise, independent merchants have more than held their own, but 
pairage sales are down. 

Clearly illustrating this trend are sales figures of department 
stores which show that sales in the basement counters have increased while 
those of the upstairs departments have declined during the closing months 
of 1947 and the first six weeks of 1948. 

December footwear output is estimated at slightly less than 
40,000,000 pairs, resulting ina yearly total of 468,000,000 pairs. The 
1947 decline in production was in excess of 60,000,000 pairs, equal toa 
loss in monthly production of more than 5,000,000 pairs. , 

January production is estimated at 40,000,000 pairs, representing 
only a slight increase over December and a drop when compared with the 
same month in the two previous years. 

The Office of International Trade of the Department of Commerce 
has cleared the decks for prompt issuance of export licenses for leather 
and leather manufactures, effective March 1. Under the administration's 
program to aid Europe, all commercial exports to this area now require 


licenses. 






























































Expectations are that most applications for licenses will be 
cleared and returned within 72 hours. 
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SEND FOR NEW “IN-STOCK” CATALOG 
STACY-ADAMS - Brockton 62, Mass. 


LONG AFTER PRICE 


IS FORGOTTEN 
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Shoemakers Since 1874 


Seen in HARPER'S BAZAAR. March issue 
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OSCAR F. MATHEWSON of 
Mathewson & White, Norwich, New 
York, says: 

“About all I know concerning the 
shoe business is confined to my ex- 
perience in this store. Until I 
bought this store, I had never worked 
in a shoe store for a day in my life. 
I walked in here in 1913 and pur- 
chased the business. I have been 


here ever since. In thirty-five years 


you can learn quite a little about 
selling shoes. During that time we 
have been confronted with many 
problems. There have been good 
times and bad. 

“For some time now we have en- 
joyed excellent business and I think 
the future looks good. We carry 
several recognized brands in quite 
a range of prices, so we are equipped 
to meet the needs of a large part of 
the public. Our customers apparent- 
ly are in a sound financial position, 
as sharply higher real estate taxes 
this year, added to the burden of 
other living costs, have failed to re- 
duce the amount spent for shoes. 
As long as people have money to 
spend, business will be good. When 
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income decreases, the shoe dealer 
can still make money by operating 
on sound business principles and ad- 
justing his methods to current con- 
ditions.” 
% = * 

JACK GODDARD, executive vice 
president of Wetherby-Kayser Shoe 
Stores in Los Angeles, says: 

“Fashion must be exciting this 
season, more so than in a long, 
long while. No use kidding our- 
selves; long skirts are here and will 
stay. We must have shoes to go 
with them. 

“In checking over the dressy 
types of shoes, I feel the following 
types of shoes will account for 85 
per cent of the better dress shoe 
business: There are four distinct 
groups in today’s selling: First, 
closed pumps of all types; second, 
platform interest of any descrip- 
tion; third, all kinds of ankle straps, 
and fourth, the decided interest in 
flats from the gold kid to the 
suedes.” 

Sg + a 
GORDON K. CREIGHTON, as- 
sistant general manager of the Na- 
tional Retail Dry Goods Association 
says: 

“Merchandising, which is always 
a hazard, even under what we nos- 
talgically think of as normal condi- 
tions, has become a veritable adven- 
ture in today's unstable markets. 
Merchandising essentialiy is a prob- 


lem of balance—the balance of sup- 
ply to demand, and the balancing of 
the merchant’s stocks on hand to 
the wants of his customers. But 
current apparel markets are popu- 
lated by gremlins which delight in 
making hash of both the controller’s 
open-to-buy controls and the mer- 
chandise manager's buying plans. 
It used to be that, when the buyer 
had the green light from these of- 


ficials, all that had to be done to 
maintain the balance thus estab- 
lished was to execute the plans. But 
now the buyer is forced to attempt 
the balancing of a lot of external 
market facts (which may easily 
prove to be the determining ones 
in a given situation) before carry- 
ing out the projected plans of the 
superiors, which represent the 
store’s balancing of the internal op- 
erating factors in the same problem 

“Will the numbers I have ordered 
be cut? Will the prices contracted 
for held? Will deliveries mesh with 
my timing needs? Can I expect to 
be able to place reorders? 

“There are no answers in the 


back of the book to many of these 





questions for the simple reason that 
the book has not yet been written— 
or rather is only in the course of 
being written. This being the case, 
wise retail management will not ex- 
pect miracles from their market op- 
erators but will recognize that the 
situation imposes new obligations 
on leadership for whatever vitaliz- 
ing vision it can contribute.” 


MARY JO LaBARR, of Monticello. 
New York, sends us the following: 


“Oh, where’s the old lady 
Who lived in a shoe? 

In these days of housing shortage 
She could tell us what to do. 


We need a gal like that in Congress 
She’d vamp a plan whereby 

There’d be homes for the families 
Of every ex-G. I. 


With her “tongue” she’d lay the law 
down 
The red tape she would “unlace”’ 
So that homes could be erected 
In these great United States. 


The lady would tell us what to do 
With these “heels” with a “sole” 
ambition 
They wouldn’t “las?” with her around 
She’d “boot” them from their po- 
sition. 


Old lady, won’t you please step for- 
ward 
Break the “toe” hold on this nation 
Please show us just what we can do 
About the housing situation.” 


* * + 


GEORGE A. FRY of Gvorge Fry & 
Associates, Chicago, Ill., says: 


“Every company should _peri- 
odically make a thorough-going 
review and examination of its sales 
control activities. Properly per- 
formed, such a survey will un- 
doubtedly bring to light many con- 
structive and fruitful improvements. 


“There are seven main revealing 
questions that should be carefully 
answered in making such an ap- 
praisal: 

“1. Does your sales control pro- 
gram have the acceptance and sup- 
port of top management and is it 


an integral part of your manage- 
ment thinking and technique? 

2. Are your sales objectives and 
policies sound, clearly stated and 
adequately published? 

3. Have you determined com- 
pletely the scope and objectives of 
your sales control function? 

4. Have you selected suitable 
key personnel to administer the pro- 
gram? 

§. Is your sales control depart- 
ment suitably staffed, and is your 
system functioning fully? 

6. Have you developed suitable 
records, reports and procedures for 
effective sales controls and are they 
being used properly? 

7. Are your sales control re- 
ports being analyzed properly with 
adequate interpretation and recom- 
mendations to the sales organiza- 
tions? 

“If you can answer these seven 
questions in the affirmative, you are 
well on the way to having an effec- 
tive sales control program.” 


+ * 


JOSEPH H. MEEK, executive sec- 
retary of the Illinois Federation of 
Retail Associations, told the NRDGA 
convention: 

“Today we are confronted with 
the ugly spectre of inflation. 
Whether or not we conquer it will 
be in large measure due to the 
leadership which retailing receives. 
But whether that leadership ts to 
be successful or impotent will de- 
pend upon the plans now being 
made and executed by the retailer 


wae 


himself. Whether or not we descend 
from our high plateau with a bump 
that will rock the world or with a 
measured and calculated step de- 
signed to save those things we hold 
dear will depend upon how much 
the individual merchant has _per- 
fected his own case, has lined his 
own nest, retained his own pur- 
chasing power, refused to speculate, 


resisted price advance wherever 
and whenever possible . . . 

“We cannot make our com- 
petitors pay the best wages possible 
—but we can pay them. We cannot 
make our associates vote—but we 
can vote. We cannot make our 
friends pray—but we can pray.” 


= oe 


LAWRENCE P. SIZER, divisional 
vice-president and sales promotion 
manager of Marshall Field & Co., 
Chicago, passes along a statement 
by Pericles to the business men of 
Athens, that is as pertinent today 
as it was centuries ago: 


“I would have you day by day fix 
your eyes upon the greatness of your 
country, until you become filled with 
the love of her, and when you are 
impressed by the spectacle of her 
glory, retlect that it has been acquired 
by men who knew their duty and had 
the courage to do it.” 
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“Certainly, we share the work. My husband handles the fittings 
and I handle the gossip.” 





HIGHER SHOE BILL 
FOR POSTMEN 


Washington, D. C A post 
man’s feet constitute his tende 
spot, and his shoes are more im 
portant to him than almost any 
other article of his apparel. That 
they have been a knotty probiem 
was shown at a recent Senate 
Civil Service Committee hearing 
here held on proposed pay in 
creases for postal employees. Mrs 
Leonard Bolen, told how her hus 
band, Postman Bolen has been 
footing a shoe bill of $49 per 
year almost double what it was 

since he last got a raise 











The shoe industry is 
almost constantly at a 
crossroad, with the 
hide market pointing 
one way and Dame 
Fashion causing 
doubts and confusions. 
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MERCHANDISING SHOESIN 


PART I 


A teetering market is not necessarily one that is 
uncertainly poised for an inevitable downward plunge. 
The shoe market teetered just about a year ago. We 
all know that when it regained a semblance of balance, 
prices advanced. 


Neither is a teetering market necessarily destined to 
teeter for only a short time. Actually, the shoe market 
has been teetering excitingly—as well as dangerously 
—for over a year. It’s still teetering. And it may 
continue to teeter for months to come. 

As a matter of cold fact, the shoe industry is almost 
constantly at a crossroad. It lives in a perpetual crisis, 
That is true of any industry in which Dame Fashion 
wends her fickle way. It is doubly true in shoes because 
the uncertainties of the hide market, added to the enigma 
of style, confound confusion. 


But my observations lead me to believe that shoe re- 
tailers had much more to fret about between 1933-1935 


50 


than they have had between 1946-1948. Among other 
problems in the 1933-1935 period was the lack of a 
financial cushion. The depression years from 1930 to 
1933 not only whisked away a soft financial cushion 
such as exists today, but had many shoe merchants sit- 
ting hard on their fannies. Also, it was pretty tough 
selling shoes at any price, whereas today a major prob- 
lem appears to be simply a question as to which price 
lines will sell best. Yet there is, if anything, a more 
worried look on the face of shoe retailers today than in 
those really troublesome years of 1933-1935! 


It’s been said, and I think correctly, that our capacity 
to resist problems is in some sort of ratio to the number 
of problems with which we must contend. The more 
problems we have, the less we worry about them either 
individually or in total. The mother with a brood of 
ten worries less than the Park Avenue matron with only 
a poodle dog that has suddenly acquired a tummy ache! 


Boot and Shoe Recorder 


Marc 











EDITOR’S NOTE 


The author of this series of articles is Director of Mer- 
chandising for Grey Advertising Agency, New York, and 
editor of their well known house publication “Grey 
Matter.” He is thoroughly tamiliar with the broad mer 
chandising picture as it relates to many fields of distribu- 
tion, shoes included. In discussing the articles we suggested 
to Mr. Weiss that he take up current problems of the retail 
shoe business and indicate the course that merchants might 
advantageously follow. 


In accepting the assignment, Mr. Weiss warned us that 
some of his views might prove unorthodox, controversial and 
provocative. We gave him the green light to go ahead on that 
basis. ‘Shoot the works,” we told him. “The more comment 
and discussion these articles arouse, the better we will like 
them and the greater will be their value to the shoe trade. 
It’s part of our job to stimulate discussion and suggest view- 
points that are fresh and different from the customary line 
of retail thinking. Pull no punches, but let's make it clear for 


the record that the ideas you express are your own.” 


We believe the series will prove of absorbing interest to 
our readers and that the straight-forward, hard-hitting ap- 
proach to today’s problems which Mr. Weiss has adopted is 
just what the shoe trade needs in these confusing times. 
What do you think? 





ESIN A TEETERING MARKET 


Retail Dogma Is Sometimes Doggone Nonsense 
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The big problem of business into: which almost all prob- 
lems eventually merge has always been profit. In 1947. 
shoe retailers probably made a 300 per cent better profit 
showing than in any year between 1933-1935—and wor- 
ried 300 per cent more! 


If ever there was a time when retail dogma should 
be viewed with a skeptical eye that moment is right now. 
In any kind of market, business can’t be successfully 
charted on the basis of half-truths, quarter-truths, and 
complete untruths. So I propose to survey, first, some 
currently discussed and accepted maxims, tenets, and 
presumed guideposts of the retail shoe industry. I pro- 
pose to survey them with at least one, and maybe two 
eyebrows raised in cynical doubt. Then, having cleared 
away (I hope) a lot of traditional rubble and even rubbish, 
we might be able to evolve a reasonably sensible plan of 
action that is not loaded down with goblins, hobgoblins 


and economic gremlins. 


March 1, 1948 


by E. B. WEISS 


Statistics Can Be Misleading 


A year ago, I attended a meeting in Washington of 
the country’s leading economists. Using practically the 
same set of business statistics as their starting point, 
those economic experts came up with as many different 
versions of the immediate future as there were econo- 
mists present! Moral: we have absolutely no scientific 
method of reading the business future from our avail- 
able statistics. The old crystal ball serves just as well— 
and if you'd like verification of that point ask me to 
send you a little bulletin entitled: “A Pox on Prognosti- 
cators.” It enumerates predictions made by leading 

[Turn to Page 68, please} 














am 0 


——_ - 


- — 
ed 


se 


The Fig Garden store started as an infants’ and 
teen-age shop, now also carries men’s and wo- 
men's shoes. 
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The four men who run Reliable. Left to right: 
Al Friedman, J. H. Mittenthal, Al Diamond, 
Paul Seigel. 


Below: Mr. Mittenthal, Mr. Seigel and Mr. 
Friedman have a discussion at the hosiery bar 


in the F ié Garden store. 
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Fresno, home of the original Reliable operation, is situated in the 
rich San Joaquin Valley, with a population of 1,000,000 people. 


DECENTRALIZATION 


Six years ago Fresno’s Reliable Shoe Store had one 
This 


Reliable’s eleven units which stud the rich San Joaquin 











unit doing an annual business of $85,000. year 


Valley are well on their way to selling $2,000,000 worth 





of shoes and accessories. 

What’s more, the four men—Paul Seigel, Al Fried- 
Al Diamond, H. Mittenthal—who 
direct the affairs of the family shoe store are anticipat- 







man, and founder J. 


ing nothing less than a $5,000,000 business within the 
And the odds are that they will do it 


What accounts for the rejuvenation of this 42-year 


next few years. 


old institution? First, there was the splendid reputation 
has been Reliable’s Mr. 


the first customer in 1906. Since 


that since Mittenthal greeted 


those early times the 


Exterior of the store in Fresno’s Fig Garden section. The open front 
is all glass, with unique floating island display case at center. Facade 
is green trimmed with stainless steel. 











Reliable Shoe Store in Fresno, Cal., has Inaugurated a Policy 
of Expansion and Modernization Which Has Greatly 
Increased Sales V olume—Here Is How It Was Done. 


by JUANITA SAYER 


store has been a tradition with most of the 1,000,000 
persons who make the 75-mile long, 250-mile wide Cen- 
tral Valley their home. 

Reliable also had an excellent financial position, and 
this, plus an invaluable amount of customer good will 
in the hundreds of towns that dot the long Valley, fur- 
nished fertile soil in which to plant the seeds of expan- 
sion and modernization. Beginning at home, Mr. Mit- 
tenthal initiated the program by completely remodeling 
the Fresno store. Modernization paid off, he was con- 
vinced, when his annual volume in that one store jumped 
from $85,000 to $700,000 within a few years. 

The next step was to spread out—to go out into 
the smaller towns and to build ‘stores and shoe depart- so ts 

View of Reliable’s leased shoe department in 
the C. M. Dicker & Company department store 
in Redding, Cal. 


Pays Off for al : aT 


ans 


West Coast Firm 


ments, offering the same friendly service and branded 
merchandise that had attracted thousands of people 
from outlying communities to the Fresno store. Salinas, 
the busy agricultural center, 162 miles to the Southwest. 
was the first target for expansion. Prosperous Salinas 
(population 12,000) afforded an excellent proving 
ground, and business the first year was about double 


(Turn to Page 94 please 
8 P ) Reliable's leased shoe department in the Charles 


Ford Co. store in Watsonville, Cal. 


Exterior view of the Salinas store, showing the modern attractive front. 
Here again glass is used lavishly to produce a luxurious effect. Below: Interics view of Reliable’e store in 
Salinas, Cal., the first attempt at expansion. 
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INustrated are several gar- 
ments from the C. H. Mas- 
land line of especially de- 
signed fishing clothes. If the 
sporting goods store can sell 
fishing boots, why wouldn't 
the shoe retailer consider 
the possibility of augmenting 
his boot selling with a short 
line of fishing togs? 


A month or so hence, the waters 
of Spring fresher swollen streams 
from coast to coast will be whipped 
to a still greater lather by the furi- 
ous casts of an army of trout fish- 
ermen. “Opening Day” this year 
will see the largest turnout ever, for 
fishing fever seems to be on the in- 
crease. For months now, rods have 
been slicked up, reels oiled, lines 
cleaned and varnished, leaders and 
flies tied . . . and the old waders 
have been taken down from the 
rack and attempts have been made 
to patch them up. Thousands of 
Isaac Waltons are going to find out 
that the old pre-war boots are well 
beyond the “patch up” stage. Thou- 
sands more will wonder how they 
ever managed to carry those heavy 
pre-war diving shoes, and are going 
to hike off to the nearest store (let’s 


hope that it will be a retail shoe 
store) in search of a pair of the 
new light-weight marvels he saw at 
the recent Sportsman’s Show. 

If the average male is an un- 
predictable animal in his buying 
habits, he is doubly so when the 
fishing bug bites him. Back porch 
may go unpainted, last year’s straw 
hat can be made to serve another 
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season, but show him a new reel, 
or a bass bug of strange design, 
and he'll dig down into his jeans, 
and if necessary break the baby’s 
piggy bank to come up with the 
necessary ten-spot to buy them. 
Every fisherman aspires to the rank 
of “fly fisherman” although few ac 
tually realize their ambition. For- 
[Turn to page 56, please] 
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y Some Men Would Rather Fish than Eat . .. And Rather Buy 

Tackle and Boots than Food. Manufacturers Realize the 
- Potential in this Unusual Trade. But the Retailer 


Lets This Business Go by Default. 


ACEDUR “SPORTS” DEPARTMENT 
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Quite as important and profitable as the 
tishing boot sale itself, is the sale of heavy 
hose for wear with them. Illustrated: Mis- 
hawaka's Gem sock and their 100° wool 19" 
shasta ribbed sock, for wear under waders. 

























1948's fishing boots and waders are revola 
tionary in their design and greatly improved 
in their manufacture. Features are brighter 
colors, better fit, and surer tread. I/lastrated 
left to right: three new versions of the con 
ventional stream wader—The Hood Rubbe- 
Co., Converse Rubber Co., Mishawaka Rab- 
ber & Woolen Mfg. Co. The waist-high 
wader, combining rubber and water proof 
canvas is being extensively promoted to fish 
ermen in Sports Magazines by the U. §&. 
Rubber Ce. 


tunately for tackle and fishing boot business, 
however, most of them do not realize this fact. 
And no fly fisherman spends a peaceful minute 
until he has acquired the best pair of waders he 
can afford. As we pointed out on these pages 
last Fall, the retail shoe store is not getting its 
fair share of sportsmen’s business. Boots should, 
and one day will, be sold in shoe stores. 

A man buys his other footwear from golf 
shoes to galoshes in a shoe store, yet when he 
needs fishing or hunting boots, he turns to a 
sporting goods store. The reason is that most 
retailers simply do not realize what a profitable 
and satisfactory type of business can be done in 
this type of merchandise. Rubber footwear man- 
ufacturers, on the other hand, are thoroughly 
aware of the enormous potential possibilities of 


this business. They spend a sizable percentage 


of their advertising dollars in sporting and na- 





tional magazines to sell this group, and in many 
(Turn to Page 93, please) TTT 
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Traditicnal with early Spring fishing is a cold, icy oper 
ing day. To keep feet warm after the fishing, featu 
Loafer Socks in hunting red from Ripon Knitting Work 
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The “High” and “Low” of the tishing boot picture. 
Merchandise sources left to right: Tyer Rubber Co., Servus Rubber Co., Endicott-Johnson 
Corp., LaCrosse Rubber Mills Co., Mishawaka Rubber & Woolen Mig. Co. 








SPOTLIGHT ON ACCESSORIES 


Sophisticated setting in Cardinal's, of Corpus Christi, Texas, features an 
eye-catching display of accessories devoted almost entirely to hosiery and 
handbags, the two accessory “musts.” 


Reflecting the added importance of accessory items in today’s 

shoe stores, BOOT & SHOE RECORDER plans to devote 

a series of editorial features to styles and merchandising in 

this department of the business. Beginning with this number, 

the accessory feature will appear regularly in the first issue 
of each month. 


The accessory business has moved 
from a wholly main floor depart- 
ment store item to take an impor- 
tant place in shoe department and 
shoe store sales. This does not mean 
that the handbag business, for 
example, is no longer important to 
department stores. It does mean 
that there is a place for both types 
of handbag operations. The depart- 
ment store must have its bag de- 
partment to handle regular stock 
merchandise while the shoe depart- 


ment must offer the customer right 
colors, styles, materials that will 
match shoes. This coordination job 
cannot be done easily in the «main 
floor handbag department for there 
is tk: difficult problem of buying 
matched items and seeing that they 
appear to meet the promotion at the 
time it is scheduled. 

Coordination of shoes and acces- 
sories is not a brand new idea. For 
about 25 years, it has been impor- 
tant to retailers and to shoe, han 


Modernistic decor of Florsheim's Fifth Avenue Store, New York City, makes 
selling smartly matched sets an easy task. Photo shows accessory counter. 


“I 





This wall display in Fitth 

Averue Florsheim store tells a 

visual story of shoe and acces- 
sory co-ordization. 


bag and other accessory manufac- 
turers. In recent years more shoc 
stores have added accessories and 
the coordination of accessories with 
the costume and with one another 
has taken on added importance 
from a style standpoint. It includes 
such items as hosiery, findings, 
gloves, belts, scarfs, umbrellas, jew 
elry and other small items as ciga 
ette cases, wallets, coin purses, eye- 
glass cases, etc. While each of 
these listed items is important to 
shoe merchants, handbags and 
hosiery are “musts” on everyone's 
list. Nearly all shoe departments 
carry findings since they are basic 
operational items. 

Gloves, belts, and smaller items, 
while lending glamour to displays, 
can also be teamed to make com- 
plete units. Jewelry, while difficult 
to merchandise in shoe stores 


(Turn to Page 96 please) 





MAKE YOUR 
ACCESSORIES 


Gift promoter’s delight. Rep- 
tile ankle strap shoe from 
Mademoiselle by Carlisle; 
reptile bag, change purse and 
cigarette case from Lesco. 
Reptile and suede belt, silk 
umbrella with reptile case, 
suede glove with reptile trim, 
all from Franz Vogel. 


Trim and neat is this calfskin en- 
semble. Low-heeled amber calf walk- 
ing shoe, amber calf handbag and 
matching hose by I. Miller, Glace 
gloves from American Made by 
Superb. Jewelry by Lillian Barkow. 








tep- 
rom 
isle; 


SCO. 

silk 
ase, 
rim, 





Accessory Sales Amount to 25 Per Cent of Total Volume 


in Some Shoe Stores. How About Yours? 






by BETTY TURCOTT 


HELP PAY THE OVERHEAD 


“Since 1939, accessory sales in my shoe department 
have increased 300 per cent.” “Twenty-five per cent 
of my total business is done in accessories.” “Through 
accessory displays I’ve attracted new customers and have 
been able to give better service to my regular customers.” 
No doubt you too have heard statements such as these 
from shoe merchants throughout the country. And if you 
cannot make similar reports about your accessory busi- 
ness, now is the time to learn why! 

First of all, accessory promotions take a great deal of 
time and care in planning. Timing is essential. The pro- 
motion items must arrive in the department on time to 
cover the break of the ad. Thus it is important to work 
well ahead and receive confirmed delivery dates from all 
manufacturers concerned. With that settled (and be cer- 
tain that it is or the whole promotion will fail), the next 
step is to select the promotion color. This must be a 
fashion-right color, promotable with a variety of basic 


Smart and sleekly tailored. A sym- 
metric double strap calf shoe by 
Brauer. Saddle leather bag by Gold- 
smith. Saddle leather belt by Schaffer. 
Geometric design on silk scarf by 
Echo. Shoe ornaments by Daniels. 





costume colors. It may be a blending color to give a mono- 
tone effect or a contrasting color used as an accent. In 
any case, it must be RIGHT. 

How are you to know the RIGHT color? You and 
your customers decide this. Only you know whether or 
not unusual colors, soft shades, or bright colors are ac- 
ceptable in your locality to your trade. Let your customers 
know that they can depend on your department to give 
them rightly matched sets. With this established, it will 
be easier to plan unusual color promotions. Be sincere, for 
in your honest feeling that a certain color is right, you 
can convince your customers that they are purchasing 
items that will brighten not one, but several, of their 
costumes. 

Manufacturers’ style departments, your own styie 
department (if you're lucky enough to have one), or 
the various buyers in your store or locality will help 
[Turn to Page 92, please] 






































Ideal for parties. Dress} 
patent leather shoe by Gal- 
lagher. Plastic patent bag by 
Coblentz. Glace gloves from 
American Made by Bacmo- 
Postman. Earringsand match- 
ing shoe buckles by Lillian 
Barkow. 
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Carefully Planned Accessories Promotions Can 
Reap a Harvest of Business for the Shoe Retailer. 
wie He 
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Make Your 
ACCESSORIES 
Help Pay The 
OVERHEAD 










Softly feminine kidskin. An- 
kle strap shoe in multicolor 
pastel kidskin from de Liso 
Debs by Samuels. Kidskin 
box bag by Theodor of Calli- 
fornia. Pigskin gloves from 
American Made by Speare 
Hostage pattern on silk scarf 
by Brooke Cadwallader. Hose 
by Bryan of Chattanooga. 


Teamed with softly tailored 
suits and dresses. Closed 
suede shoe, photo opposite 
page, by Johansen. Suede bag 
by Coronet. Suede belt by 
Criterion. Jewelry by Lillian 
Barkow. Hose by Kayser. 





ditorial outlook 


Month of Decision 


Ever since OPA lifted ceiling controls on hides, 
leather and shoes in October, 1946, price has been the 
major problem confronting the shoe trade. That it will 
continue as the No. 1 problem, at least as long as we can 
now foresee, has been made increasingly apparent by 
market developments of the past month. At the present 
moment price constitutes a problem that challenges the 
judgment and thinking of the shoe industry at all levels, 
manufacturing, wholesale and retail. On the decisions 
soon to be made regarding shoe prices will depend, in a 
very large measure, the results that shoe people will be 
able to show for their efforts in 1948. 

Time is short, for in the month of April, Fall shoe 
lines will be presented at a series of important shows 
culminating in the National Shoe Fair in Chicago. 

Up to now, rising shoe prices have, in the main, fol- 
lowed increasing production costs. It has been argued, 
and with valid reason, that the price of a product must 
of necessity reflect its cost of production. That is a prin- 
ciple that is fundamentally sound and unassailable. But 
it doesn’t necessarily follow that all of the costs that 
enter into the production, or distribution, of a particular 
item of merchandise at a given time are justified. Nor 
does it follow that all of these costs can be maintained 
at an existing level, particularly in a period of more in- 
tensive competition such as the shoe trade is clearly 
entering in this year of 1948. 

As competition becomes sharper, sellers will be un- 
der increasing pressure to lower prices or give reasons 
for maintaining them at existing levels. Thus far, un- 
fortunately, the shoe trade generally has failed to do 
the selling job it might have done in convincing cus- 
tomers of the inherent values that make good, well- 
fitted shoes deserving of their price. 

For many months we have been aware that shoe sales 
in the United States have been diminishing pairwise, and 
we have been told from time to time on reliable author- 
ity that there is a definite shift in many sections of the 
country toward lower price lines. Basement department 
gains have been reported in some of the most important 
retail centers, in contrast with declines in unit sales 
upstairs. It is difficult to escape the conclusion that to- 
day’s shoe price level is causing a decline in volume of 
pair sales, and while, as Mr. Weiss points out in his 
thoughtful analysis elsewhere in this issue, this situation 
isn’t of itself alarming, nevertheless it carries with it 
a note of warning, especially in view of the broader 


economic picture that confronts the nation at this 
particular time. 

It can be said that last month’s developments in the 
commodity markets did not materially alter the shoe or 
leather price situation save to the extent that they gave 
impetus to a trend toward lower raw materials prices 
that has been in evidence for some time. But they did 
exert one important influence that cannot be ignored. 
They had a profound effect upon the thinking of many 
people in business and also on the psychology of mil- 
lions of consumers who will tend to become more price 
conscious as they take note of lower prices on foods and 
other cost of living items. Retail buyers naturally will 
become more cautious until they are sure that prices 
have been stablilized. 

As they review the current situation and the happer 
ings of recent months, buyers and sellers alike will also 
peer into the future to see what clues they can discover 
that may help them find an answer to this difficult riddl- 
of price. Washington analysts whose writings and re- 
ports influence the thinking of thousands of business 
men have for some weeks been referring to the possi- 
bility of a decline in business activity around the middl« 
of the year. Such forecasts were heard before and the 
recession didn’t materialize, but here again the predic- 
tions of the prophets will affect the thinking and action 
of those who follow these forecasters. 

Walter Lippman writes of the coming financial crisis 
in Great Britain, when dollars and gold reserves will 
have been exhausted, and emphasizes the repercussions 
it conceivably might have on the American economy. 
The Communist-dominated American Labor party scores 
an amazing victory in a Congressional bye-election in 
New York City, and who can doubt that discontent. 
stemming from the high cost of living, influenced the 
result in some degree? 

These considerations and many others will doubtless 
pass in review in the minds of shoe men as they wrestle 
with the perplexities of price in this Presidential year. 
Primarily, as we see it, the question resolves itself into 
a merchandising problem, and one which every manu- 
facturer and merchant must solve for himself. At what 
levels should a line of shoes be priced to yield a maximum 
return in sales and potential profits both for the factory 
and the merchant? How can costs be controlled so as to 
make such price levels possible? Always remembering, of 
course, that in the last analysis, the customer decides. 
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THE 
| nn Culture 


BRAND SHOES 
1S TH F ON F Many’s the woman who lives in shoes by 


PHYSICAL CULTURE. And many’s the dealer 


IN DEMAND ! who wouldn’t be without the quality and fit these 


p 
shoes combine with long-lasting smartness. 
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There’s no guesswork in business like this. 
It’s proof positive that the shoes famous for 
“flexing easily with two fingers”’ increase 
customers for every dealer featuring 
the brand in demand— 


PHYSICAL CULTURE shoes. 


ARCH PRESERVER + ACTIVE MODERNS 
TRU-POISE + STYL-EEZ + EASY GOERS 
TOWN WALKER + PHYSICAL CULTURE 
GROUND GRIPPER + CANTILEVER 


New York Offices: 3120 EMPIRE STATE BUILDING (Arch Preserver 
Styl-EEZ + Tru-Poise - Easy Goers) 
926 MARBRIDGE BUILDING (Physical Culture 
Town Walker - Ground Gripper + Cantilever) 
Los Angeles Offices: 816 HAAS BUILDING (Arch Preserver + Styl-EEZ 
Tru-Poise + Easy Goers) 
| . LANKERSHIM HOTEL (Physical Culture shoes) 
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Bambi Linn, 1ight, star of Alice in Wonderland, added her own 
pair of shoes to collection of footwear and clothing donated to 
Foster Parents’ Plan for War Children by American Women’s 
Voluntary Services. Mrs. Edna Blue, left, accepts the gift, while 
Mrs. George F. Baker, center, Greater New York Chairman of 


AWYVS, looks on. 


Shoes Needed 
For Europe’s Children 


One day last Summer, when I was 
walking through the ruins of War- 
saw, I heard a heart-rending cry, 
followed by sobs. I looked around, 
and there was a little boy sitting on 
a rubble heap, holding his right foot 
in his hand and weeping bitterly. 


I ran over, and saw that a big 
jagged glass splinter had entered his 
bare foot. I sat down beside him, and 
with the help of my handkerchief, I 
was able to remove the glass and 


bandage the foot. Watching him limp 
away, I thought: “How often this 
must happen! There are thousands 
of children in this destroyed city— 
now nothing but a dump heap—who 
walk around in their bare feet, or 
with completely inadequate foot 
coverings.” 

Then and there I decided that 
when I got back to America, one of 
the first appeals | would make would 


be for shoes. 


Mrs. Blue removes a glass splinter 

from a youngster’s bare foot during 

her visit to Warsaw. Shoes are des- 

perately needed by all European chil- 
dren, she reported. 


by MRS. EDNA BLUE 
International Chairman 
Foster Parents’ Plan for War 
Children, Inc. 


Warsaw is not the only place 
where shoes are needed; in all the 
countries I visited: England, France, 
Holland, Belgium, Switzerland 
Czechoslovakia, Italy, the children 
need shoes. They need them not only 
to prevent accidents like the one I 

(Turn to Page 96, Please) 


This is why shoes are needed for Europe’s war scarred children. This photograph was taken 
at one of the Foster Parents’ Plan colonies near Rome. 
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featuring breath-taking color photographs by Rawlings 


— posed on location in Bermuda 


in VOGUE, March Ist, MADEMOISELLE, March, HARPER’S BAZAAR, March 
PLUS 
Johansen Shoes featured in 20 additional color 


pages of other advertisers in these magazines 
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SHOES 


more then mere economy . - - 
less then sheer extrevegence 


ADDRESS INQUIRIES TO JOHANSEN BROS. SHOE CO., INC. @ ST. LOUIS 8, MISSOURI 
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Record Attendance Expected at Shoe Fair 


x *«* * 


Heavy Advance Reservations for Display Space Received 
by Shoe Fair Committee for Showing to 
be Held in Chicago in April. 


LAWRENCE B. SHEPPARD 


President, National Shoe 
Manufacturers Association 


For the first time the Spring Na- 
tional Shoe Fair will be held in Chicago 
on April 26, 27, 28, 29, 1948. The only 
previous Spring Fair was staged in New 
York Iast year in April. 

The Joint Committee of the National 
Shoe Fair conducted a poll among the 
1947 exhibitors at the New York Spring 
Fair which resulted in the selection of 
Chicago for the second of the Spring 
Fairs, because of its easy accessibility 
from all points in the United States. 

The four exhibiting hotels in which 
will be housed the representative lines 
from all markets are The Stevens, Mor- 
rison Hotel, Hotel Chicagoan and the 
Congress Hotel. The Stevens will be 
headquarters for the Fair. Sample and 
display rooms are about equally divided 
between The Stevens and Morrison 
Hotel. 

In the Stevens exhibits will be spread 
through the hotel from the third floor 
to the eleventh; in the Morrison Hotel 
they will extend from the fourth floor 
to the sixteenth; in the Hotel Chicagoan 
three floors will be used for displays; 
in the Congress Hotel two floors have 
been released, providing 75 rooms for 
exhibitors. 
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All firms other than manufacturers 
and wholesalers of shoes will display 
their lines in the exhibition hall, on the 
lower level at The Stevens. Over 150 
booths will be offered to firms of the al- 
lied industries in this hall. 

Members of the National Shoe Manu- 
facturers Association who have recently 
filed their applications and were given 
a priority in selection of space have 
been assigned over 735 rooms in the 
exhibiting hotels. 

Because the Palmer House has been 
eliminated as an exhibiting hotel (only 
for the 1948 Spring National Shoe Fair) 
the job of transferring the firms who oc- 
cupied over 300 large sample rooms in 
that hotel to the four exhibiting hotels 
made the task of space allocation a com- 
plicated problem. 

A larger number of applications were 
received from members of the National 
Shoe Manufacturers Association than 
at any of the past Fairs. This indicated 
the enthusiastic interest manifested 
throughout the industry for the Spring 
Fair. 

Sleeping room reservations from buy- 
ers are rapidly filling the Loop hotels 
and it is suggested that retailers should 
provide for their sleeping room accom- 
modations immediately. With the almost 
unlimited facilities provided by the Chi- 
eago hotels for sleeping rooms, the city 
is well equipped to take care of the ca- 
pacity crowd that throngs the Fair. Last 
minute sleeping room reservations are 
not available in the preferred hotels if 
delayed until a few weeks before the 
opening dates. 

Manufacturers are expected to spread 
the most comprehensive lines of Fall 
shoes shown in recent years. Since 
deliveries and allotments of shoes by 
factories and wholesalers are more 
favorable than in many years, buyers 
are expected to inspect the hundreds of 
lines with an eye for quality and style 
and with special attention to price 
trends. The Spring Fair will offer an op- 
portunity to the buyer to come to Chi- 
cago and cover in one trip at one time, in 
one city the lines of the leading manu- 
facturers. 


GEORGE B. HESS 


President, National Shoe 
Retailers Association 


More than ordinary interest in the 
Spring Fair is evidenced by the large 
delegation of department store buyers 
who have already reserved their sleep- 
ing rooms in the various Loop hotels. 

The National Shoe Fairs are spon- 
sored jointly by the National Shoe Re- 
tailers Association and the National 


Shoe Manufacturers Association, with 
each association represented on the 


Joint Committee by five members. 

Those representing the retailers are: 
Geo. B. Hess, N. Hess Sons, Baltimore, 
Md.; Harold F. Volk, Volk Bros., Dallas, 
Tex.; Harry E. Fontius, The Fontius 
Shoe Co., Denver, Colo.; M. A. Mittel- 
man, M. A. Mittelman Co., Detroit, 
Mich.; L. E. Langston, executive vice- 
president, National Shoe Retailers As- 
sociation. 

Representing the manufacturers are: 
L. B. Sheppard, Hanover Shoes, Inc., 
Hanover, Pa.; Guy E. Manley, E. P. 
Reed & Co., Rochester, N. Y.; Roger 
A. Selby, The Selby Shoes Co., Port- 
smouth, Ohio; L. V. Hershey, Hagers 
town Shoe Co., Hagerstown, Md.; W. W. 
Stephenson, executive vice-president, 
National Shoe Manufacturers Associa- 
tion. 
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for the woman whose feet ache— 
true foot comfort has no price tag 





"FOCKE. SHOES 


DESIGNED AND APPROVED BY DR. M. W. LOCKE 








DR. M. W. LOCKE 


LOCKWEDGE DIVISION—THE JULIAN & KOKENGE COMPANY—COLUMBUS 15, OHIO 
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Merchandising Shoes in a Teetering Market 


economist since 1945—and did they 
fall flat on their academic noses! 

It is equally true that our business 
statistics are frequently archaic by the 
time they are issued; that they are 
often fearfully in error; that they are 
incomplete—and sometimes immaterial 
and irrelevant as well as incompetent, 
as our legal friends so quaintly put it. 

That applies to statistics on shoe pro- 
duction and shoe consumption. The 
tendency is to accept these as gospel. 
So many shoes made—so many shoes 
sold. Ipso facto—and you have an 


ipsey-pipsey conclusion. At the close of 
1947, for example, the conclusion was 
that unit sales were down by some 17% 
per cent, although dollar volume was 
equal to or slightly higher than 1946. 


More Shoes for Urban Areas? 


Actually, we don’t know where some 
millions of those shoes went. Maybe 
more shoes than normal were shipped 
to stores in urban areas and not so 
many to stores in rural areas—there 
have been retail complaints from small 
towns to that effect. We don’t know 
shoe production by price line, although 
we surely have reason to believe that 
production in some price lines has 
jumped sky high while dipping in 
others. There are a lot of other things 
about shoe production and shoe distri- 
bution that we don’t know—not over- 
looking the fact that the majority of 
shoe merchants merely guess at their 
unit volume because they really don’t 
know their seasonal volume by pairage! 

A year ago, International Harvester 
and Ford, based on more reams of sta- 
tistics than any army of shoe mer- 
chants will ever assemble plus the ad- 
vice of some pretty high-priced econo- 
mists, reduced prices. They had to beat 
a hasty retreat. A year ago, there were 
plenty of people in the shoe business 
who could “prove” that hide prices 
could only decline and that shoe prices 
must inevitably follow suit. Enough 
people followed their reasoning to 
cause the shoe market to weaken at 
that time. We know, too, that some 
juicy profits were lost as a consequence. 

Now I am not saying that shoe prices 
will go still higher; that there may not 
be a shake-down, either major or minor. 
I just don’t know. But I am reasonably 
sure of two things: 1—to take a few 
statistics and build a program around 
them is a dangerous pastime. 2—mass 
opinion is generally wrong because it is 
based on superficialities. 


Playing safe 


It sounds well to say “Well—think 
I'll play it safe.” But in our saner mo- 
ments, we know full well that there 
can be no complete protection in busi- 
ness against the risks that have to be 
taken in order to do business. We also 
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(Continued from Page 51) 


know that the greatest risk a business 
man can take is to “play it safe” to 
such an extent that he really isn’t doing 
business. Competition soon takes Mr. 
Safety First and puts him in the dog 
house in no time at all. 


Business is a risky venture. It was 
never possible to “play it safe.” A lot 
of retailers thought they were playing 
it safe in the Spring of 1947. They 
found they hadn’t played it safe at all! 


is as foolhardy 
excessive Op- 


Excessive caution 
and as dangerous as 
timism. 

Blind caution is even more foolhardy 
and more dangerous. And “me too” 
caution—that is, caution based not on 
deep reasoning but on playing “follow 
the leader” is the most foolhardy and 
the most dangerous of all. The other 
guy’s medicine may be your poison— 
and frequently is! 


General Conclusions 


Our medulla oblongatas, our cere- 
brums—“grey matter” to you—aren’t 
especially strained when we jump to 
general conclusions. Thus, it’s easy as 
pie to conclude these days that “top 
price line shoes aren’t moving.” But 
then we turn around and we find that 
custom shoe sales continue to forge 
ahead. We also find that in men’s 
shoes—which presumably have felt the 
cold touch of restricted buying most be- 
cause “Pop is always the first to cut his 
buying when the budget pinches”—a 
line retailing around $20 reports the 
largest volume in its history. What’s 
more, it reports sales equally good in 
tiny towns and in smart stores in big 
cities. 


General conclusions — like smutty 
jokes—start in some mysterious source 
and spread like wildfire. There is this 
difference, though; we realize the off- 
color stories are not of our own origina- 
tion: but the general conclusions at 
which we jump, by some magical proc- 
ess, seem to be our own brain children. 
And, of course, we dote on our progeny! 


If you find that “everybody” is saying 
that this is the time to buy cautiously, 
that this is the time to avoid certain 
price lines, that this is the time to con- 
centrate on staples and to hell with high 
styles—be slow to join the parade. Not 
only is “everybody” usually wrong, as 
I’ve already mentioned—but even if 
“everybody” is quite right, the conclu- 
sions sponsored by “everybody” may be 
totally wrong for your store. Wall 
Street always bets against mass opinion 
—and generally wins! 


You may remember that “everybody” 
was convinced, shortly after Pearl Har- 
bor, that “duration” merchandise even- 
tually would be a drug on the market. 
There were some 50 per cent mark- 


down sales almost before the V-J Day 
sirens had stopped blowing! Of course, 
“everybody” was wrong. 


Unit Volume 


Talking about genera] conclusions, 
one g.c. that is causing the shoe indus- 
try loss of sleep is the drop in unit 
volume. I’ve yet to hear that our 
country is returning to a Barefoot Boy 
stage and, as I’ve already indicated, it 
might be seriously questioned that any- 
body knows how much unit volume has 
fallen in many retail shoe stores—if 
at all. 

Anyhow, the hue and cry in shoe re- 
tailing today is—“hold that unit line!” 
There seems to be general agreement 
that if unit volume isn’t held at its 
peak, something gosh awful will hap- 
pen. For example, in these pages I 
recently read what I’m sure is a fairly 
general conclusion, to wit: “Certainly, 
you don’t pin your hopes on making a 
profit by selling fewer pairs at higher 
prices. You try harder and harder to 
sell more and more pairs.” 


That may be very sound advice. But, 
as I see it, the retail shoe business is 
essentially a season-to-season affair. If 
in one season it seems advisable to be 
content to sell somewhat fewer pairs— 
and stay in the black—I fail to see 
anything wrong with such a program. 
One of the most prolific causes of mark- 
downs in retailing, from my observa- 
tion, has been slavishly following the 
demand to “beat last year’s figures.” 
That was bad enough when the figures 
to be exceeded were dollar figures. But 
when the hue and cry is to beat pretty 
high unit volume figures—then the 
smart retailer sits back and asks him- 
self “why.” 


Volume Up, Profits Down 


A certain percentage of high unit vol- 
ume today consists of business done 
with customers whose economic future 
is, to put it mildly, uncertain. How 
much of a gamble should a retailer take 
to hold that kind of business—not to 
mention increasing it? How much will 
it cost to take in the last 10 or 15 per 
cent of peak unit volume? Too much? 
I rather think so. 

There is no question that seeking to 
pile an increase in unit volume on top 
of a unit volume peak involves extraor- 
dinary risks. It may be a smart objec- 
tive for some merchants to set. It may 
be an equally dangerous objective for 
other merchants to aim towards. 

But the point I would like to put over 
is that, instead of obediently agreeing 
that “unit volume must not fall,” the 
sensible question for a shoe retailer to 
ask is: “What dangers do I invite if I 


(Turn to page 74, please) 
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CONRAD MAKES STYLE SHOES WITH 


YOUR BRAND 


Conrad maintains a made to order service of 
over 500 styles. Constantly supplementing this 
complete line are new innovations in footwear 
designed to make your store an acknowledged 
style leader. 


~ 
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Conrad craftsmanship and attention to deli- 
cate detail is exemplified in every smooth 
line of the ‘Butterfly’ in Calf and Suede 
combinations. 


Two-toned for smart appearance, typically 
Conrad in style and quality. 


STYLES OUTSTANDING 


CONRAD 


SHOE COMPANY 


by STYLE MAKERS 


NO. ABINGTON, MASSACHUSETTS 
Sales Offices: 511 EMPIRE BLDG., DETROIT - 83 LINCOLN ST., BOSTON 





Miller adjustable pack flat tree 


Plant this TREE in the 


minds of your customers! 


Once you've sold shoes to the customer, you've got fertile soil 
for a sale of shoe trees — and an additional profit! Just tell him (or her) thar 
Miller trees help shoes maintain that “new look” far longer . . . are easily 
adjusted for both length and width . .. and one tree size accommodates 
several shoe sizes and widths. Millers are designed to allow for metatarsal pads, 
and foreparts are modeled like a shoe last. For extra profit possibilities 


get the facts on how money grows on Miller trees... today! 


O. A. Miller Treeing Machine Company 


PLYMOUTH, NEW HAMPSHIRE 


Branch of United Shoe Machinery Corporation 











“STastisnen 102° 





$T-15 
The Stadium 









ED-73 
The Euclid 
Quality that has been famous for five 





generations has made Edwin Clapp the 
outstanding name in fine shoes for men. Today, as never 
before, your customers will appreciate the value behind 


this great name, for now the finest costs so little more. 
EDWIN CLAPP & SON INC. EAST WEYMOUTH, MASS. 
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permit unit volume to fall within pro- 
scribed limits for the next season or 
two?” I’ve asked myself that question 
in all seriousness. And I'll be hanged 
if I can convince myself that there may 
not be merit, in some stores, in permit- 
ting unit volume to sink a bit and to 
concentrate on the more _ profitable 
aspects of the business for the next 
season or two. 


The percentage of total shoe produc- 
tion in sky-high price lines is tiny. Yet, 
because we hear of a few ultra-ultra 
specialty shoe stores that report a slow- 
down, we become wary of what we call 
“high price lines.” 


Obviously, a high price line for one 
shoe merchant is by no means an 
equally high price line for another shoe 
retailer. Also, customer resistance to 
or inability to buy those few price lines 
that are simply out of this world is in 
no way a clue to what is destined to 
happen to saner price lines. 


Of this much I’m reasonably certain: 
This is no time to load retail inventories 
with shoes that presumably will appeal 
to those who are pinched by the high 
cost of living. Their budget strain isn’t 
appreciably lessened by a small drep in 
the cost of one item! 


Solution in Lower Prices? 

There is an almost naive faith among 
many retailers in the premise that lower 
prices would solve most of their prob- 
lems. The fact of the matter is that 
nothing is more unsettling to business 
than a price downtrend. Falling prices 
do not encourage either business men or 
the public—falling prices scare both the 
business fraternity and the consumer 
fraternity. Falling prices and  pros- 
perity do mot go hand in hand. On the 
contrary, falling prices and recession 
are soulmates ! 


Moreover, if there is a general down- 
trend in prices, the very people who are 
hard hit now will be ewen harder hit. 
That is true because falling prices and 
unemployment, or partial unemployment 
with a resulting droop in take-home pay, 
are also soulmates. 

No, falling prices won't alleviate the 
shoe retailer’s problems. Falling prices 
will multiply his problems and will add 
one really terrifying threat—inventory 
losses. 


We had merely a softening in prices 
in the early half of 1947. The imme- 
diate consequence was a decided pick-up 
in unemployment, a_ definite slowing 
down in retail volume. And the very 
retailers who were loudest in their ap- 
peal for lower prices were the ones who 
made a beeline for their storm shelters. 
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Food Prices Are Ruining Us: 

Back in the early 1920's, when the 
auto industry really got going, manu- 
facturers in many other fields—includ- 
ing shoes—complained that when people 
bought cars they couldn't buy other nec- 
essary items. Now we know better; to- 
day we would worry if people didn't 
buy cars because then we'd know for 
sure that a depression was on its way! 

When conditions assumed a _ touch- 
and-go position early in 1947, many 
manufacturers and retailers said: “See 
—I warned you. Just as soon as hard 
goods begin to sell, soft goods go the 
way of all flesh.” When the market 
again turned upward, in the second half 
of 1947, that wail was no longer heard. 
Right? 

Of course, you'll be hearing it again. 
You'll also hear that high food prices 
“are ruining us.” Somehow, we don't 
seem to be able to realize that all seg- 
ments of our population are newer pros- 
perous simultaneously and that the high 
prices that slow down the buying of one 
group accelerate the buying of another 
group. When a high price is paid for 
something, somebody gets that high 
price—usually a mumber of “some- 
bodies.” And all of those “somebodies” 
are consumers. Never forget that. 


Customer Loyalty: 
I going to cast doubt 


Am 
value of 
I am. 

I'm under the impression that retail- 
ers are, right now, doing a grand job 
of kidding themselves about customer 
loyalty. Customer loyalty was never at 
a lower ebb. Three times as many cus- 
tomers walk out of your store without 
buying as was true before the war! 
That isn’t a symptom of customer loyal- 
ty. You have more strange faces in 
your store than ever before. Neither is 
that a symptom of customer loyalty. 

Attempting to build customer loyalty 
with courteous service, with the best 
values you can obtain, with the best 
styling, etc—that’s fine and smart. But 
the assumption that you can _ protect 
yourself against 1950 contingencies by 
making sacrifices today in order to build 
customer loyalty is stretching logic more 
than a trifle. 

There is an inevitable turnover of 
customers in all business. The business 
man who tries to reduce it to zero, pays 
too high a price for the honor. That is 
particularly true today when customers 
have formed the habit of shopping from 
store to store as perhaps they never 
have before. 

My argument is that there is a point 
beyond which the astute merchant will 
not and ‘should not go simply to build 
customer loyalty in these shifting and 


the 
Yes, 


over 


too? 


customer loyalty, 


shifty times. That iast 10 per cent of 
customer good-will must be coldly calcu- 
lated against the net profit ratio. If 
that is being crassly commercial—well, 
isn’t that why you're in business? 

And now for a few more dogmatic 
pokes at dogma: 

A—Don’t do all of your planning on 
the basis of what you did a year ago. 
The year 1948 is too different from 1947. 
You've got to consider, for examples, 
conditions for the Summer and Fall of 
1948—not your results for those two 
seasons a year ago. 

B—Don’t make the mistake of con- 
cluding that records are all important 
in your forward planning. This is a 
time when you've got to conduct your 
business “by ear” as well as by the 
written note! 

C—Don’t be either dismayed or mis- 
led by the return to seasonal buying 
habits by the public. Shoes, traditionally, 
are subject to seasonal influences. That 
tradition was rudely kicked in the pants 
for some seven years. But it is coming 
into its own today. You had seasonal 
peaks and valleys before the war. Now ~ 
you'll have them again. Without doubt, 7 
it is the return of the seasonal walleys ~ 
that has frightened many merchants— 
seven fat year-round years caused a 7 
lapse of memory. | 

D—Don’t conclude that you can plan 7 
your business over a  long-term—and ~ 
even a year is a long, long term these © 
days. If you can see a season ahead ~ 
with reasonable clarity, you’we got darn ~ 
good eyesight. Plan seasonally. Any 
other procedure smacks of the dreamy- 
eyed planning that business men _ right- 
fully complain about when it emanates 
from Washington. 

In general, my thesis is that your cue, 
as a retailer, is to try to operate with a 
sound profit in the coming season and 
to make no major sacrifices of profit for 
mythical, ephemeral, vague long-term 
benefits. How to plan to that end will 
be the subject of my next article. 


To Honor 
Harold H. Callahan 


New York Harold H. Callahan, 
newly elected president of Cellini, Inc., 
(the new firm name of Sbicca, Inc., of 
Philadelphia) and past president of the 
Boot AND SuHoe Travelers’ Association 
of New York, will be tendered a con- 
gratulatory luncheon by the latter asso- 
ciation on Tuesday, March 16, in the 
Salle Moderne of the Pennsylvania 
Hotel, here. 

Guest speakers will be Lee E. Lang- 
ston, executive vice-president of the 
National Shoe _ Retailers’ Association, 
and W. W. Stephenson, executive vice- 
president of the National Shoe Manu- 
facturers’ Association. 
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DESIGNED WITH AN ACCENT ON YOUTH 


The outstanding value line of flexible Goodyear Welts...a 
well-balanced line especially designed with an accent on youth. 
Priced for volume and steady profits—backed by consistent National 
advertising in SEVENTEEN—the magazine preferred by teen-agers. Full 
color ads directed to your fastest growing market—the teen-age 


market—the market that assures repeat business and greater volume for you. 


METROPOLITAN 





, the breathing leather, 


T. M REG. U.S. PAT. OFF. 


makes shoes of Distinction 


Brogi says those Weyenberg people are smart. They 
realize that there’s nothing like Brogandi for cool sum- 
mer shoes. Not only does this quality goatskin allow 
the feet to breathe, it’s comfortably soft in unlined 
shoes. And yet it’s firm-fibered enough to hold its shape 


when slashed for woven vamps. 


ARISTOCRATS 


by 
Weyenberg Shoe Manufacturing Co. 
Milwaukee, Wisconsin 


Boot and Shoe Recorder 





: : _ ~— 
“aN 





Weyenberg designers made the most of 
Brogandi’s handsomely grained finish, too, by 
interweaving strips of smooth leather for pleas- 
ing contrast. . . . Truly, Brogandi has every- 
thing as a shoe leather. That’s why the 
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Weyenberg Company has used it for years and 
years. Its good looks sells shoes, its comfort and 
wearing qualities bring customers back for more. 


It’s easy to assure the quality of the shoes you 
sell by specifying 


, an EVANS QUALITY LEATHER 


JOHN B. EVANS & COMPANY, Camden, New Jersey 


Est. 1857 








Frn7an In lee —But Celastic Stands The Test 
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Here’s a shoe with a Celastic box toe that was imbedded 
in a cake of ice for 64 hours. When it was removed the toe 
still maintained its lasted contours . . . further evidence of 


the support and durability which Celastic gives the toe of the 


shoe in wear. 


MATCHED PAIRS... trim on the foot —. true to the last 
SO x ’ oes 


Uniteo SHoE Macuinery CorPoRATION - BOSTON, MASSACHUSE 





*CELASTIC” is a registered trade-mark of the Celastic Corporation 





the Lost: Lrathor Koni ust sens id... 


ung ; Fate ds itself to all methods 
of shoemaking with the best results. 


COLONIAL TANNING COMPANY, Ime., Boston I1, Massachusetis 
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GEORGIA SHOE MANUFACTURING CO. 


Granth: teerd Ruin. Goorg-o 


Men Go For These 


PARATROOPER BOOTS 


Here’s the boot men buy all year round .. . 
because of its tough, long-wearing qualities 
demonstrated during war-time. Made flexible 
and comfortable with extra heavy, smooth 
grain elk leather upper, wide reinforced back- 
stay, heavy outside counter pocket cut from 
same leather as uppers. Full vamp, extra hard 
cap toes, with rawhide laces, double leather 
sole and outside rubber tap sole. 


In Sizes 5 to 13. Place Your Order Today. 


~~~ GEORGIA SHOE 


Manufacturing Co. 
Home of Good Work Shoes and Boots 
Flowery Branch, Ga. Buford, Ga. 
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Shoes in the News 


LINEN shoes, cool and light for warm weather wear, 
are growing in popularity, according to many leading 
buyers and manufacturers. Their fresh color appeal and 


Mellefleurs print of this 
linen pump makes it desir- 
able for wear with a variety 
of colorful Summer dresses 
or as a contrast to white. 
Taken from Frank Bros., 
New York, collection of lin- 
en shoes and accessories. 


the possibility of dyeing white linen are excellent sales 
points. Because these linen shoes are available in prints 
and solid colors in a variety of styles and patterns to be 
matched with handbags, belts and gloves they become 
smart promotion items for resort wear now and through 


the Summer. 
>= . * 


OLD-FASHIONED denim, once confined to garden 
and ship deck, takes on new glamour in the hands of 
casual-minded Californians. The old faded blues will 


“Regatta blue” sandals cut 

from the same denim cloth 

as a slack suit by Koret of 

California and a mammoth 

“Catch-All” bag by Cob- 

blers. The sandais are also 
by Cobblers. 


henceforth be known as “regatta blue.” Complete ward- 
robes of denim—jackets, slacks, skirts, and shorts and 
halters for play-wear, plus coordinated footwear and 
accessories will be available for the Summer season. 


7 * . 


CASUAL shoes for wear with leisure and vacation 
clothes, with shorts, slacks, and casual cottons, will be an 
important part of the Summer wardrobes of many 
fashion-conscious women. Because opened-up shoes and 


Cool and practical for warm weather, these low-heeled, 

opened-up wedges come in a variety of colors. Solid color elk 

shoe in red, green, white, black. White combined with red, 

green, navy. Fortunet shoes by Sewanee. Tailored bag with 

adjustable shoulder strap in coordinated colors. Fortunet bag 
by Dominion. 


low-heeled wedges are cool, comfortable and flattering to 
the foot, they are especially destined to continue in popu- 
larity. Handbags, designed to coordinate with the color, 9 
material and style of these casual shoes, complete the 
costume. 
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) The whole family walks on... 
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SOLES 


Avonite is Avon's trim, flexible sole that gives a firm 


foundation for the foot. It is waterproof, comfortable, 
long wearing. Versatile Avonite is available in 
weights and colors for dress, street, and general util- 
ity shoes for men, women, and children. 


AVON SOLE COMPANY 


AVON + MASSACHUSETTS 





IONEERS OF QUALITY AND SPECIALISTS IN THE PRODUCTION OF FINE SOLE MATERIALS FOR THIRTY-SIX YEARS 





Another quality solemark is... 
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AVON SOLE COMPA 


AVON MASSACHUSETTS 


...the Avon Sole with the look of 
leather and far more wear. You'll get 
wonderful mileage from dress and 
utility shoes that have Avonite Soles. 

SOLE 


MATERIALS FOR THIRTY-& 











CQ Foot 
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THAT GIVES 
WIDTH 


LENGTH 


HOSIERY 
SIZE 


D© Scholl's FOOT MEASURE 


INCLUDING SCALE OF HOSIERY SIZES 


Enables the Shoe Fitter to Take Both Seated 
and Standing Measurements Without Discomfort 
to the Customer . 


This foot measure enables the customer to stand for measurement, 
with the entire foot upon the stick, without discomfort or possi- 


bility of soiling hose upon the floor or carpet. 


Assures Scientific Accuracy in Fitting 


This measuring stick so widely and successfully used by shoe fitters 
all over the world indicates immediately the exact length of shoe 
that should be selected for the particular foot measured. It doesn’t 
require the adding of additional sizes as with other foot measuring 


sticks. This saves time and alleviates uncertainty. 


By applying the stick at the great toe joint and at the junction of 
the little toe the width may be ascertained. Thus, on this stick the 
length, width and hosiery size are indicated and costly misfits pre- 
vented. Don’t guess—know your customers’ shoe requirements and 
this little device will pay for itself many times. No shoe store is 


complete without it. Send in your order today. 


THE SCHOLL MFG. CO., Inc. 
Makers of Dr. Scholl's FOOT COMFORT® Appliances and Remedies 


213 West Schiller $t., Chicago 62 W. 14th St., New York 
*Foot Comfort Reg. U. S$. Pat. Of. 


THE SCHOLL MFG. CO., Inc. 

213 W. Schiller $t., Chicage 

62 W. 14th St., New York 

Please send Dr. Scholl's Wide Style Foot 
Measure at $3.00 each. 


Name____ 


Address___ 


Rndidedcncenahescasenmeeses 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Mattapaclarting mt Markets 


New York 


The effects of nearly two months of unusually in- 
clement weather have just started to wear off in this area 
as factories begin to feel the effects of increased con- 
sumer buying. Other factors beside the weather, however, 
have continued to keep business operating on a “hand to 
mouth” basis. Both retailers and manufacturers continue 
their cautious buying to safeguard against being caught 
with heavy inventories of shoes or leathers. 

Any effects from the recent decline in prices of calf- 
skins will not be felt until next Fall for several good 
reasons, in the opinion of leading manufacturers here. In 
the first place, leather now going through the factories 
had been bought, in most instances, before the drop in 
prices. For another reason, manufacturers were already 
working against a low margin of profit, they point out, 
and, with the drop in calfskin prices, did not feel called 
upon to lower their prices. One high style manufacturer 
gives as an example of retailer reaction to high prices this 
experience. He asked a customer, who was buying recently 
with extreme caution, whether, if shoes dropped from 
twenty-seven to twenty dollars at this time, he would start 
to buy freely. The answer was, “No, not until the weather 
improves. Then I shall be willing to buy freely even at the 
higher price.” 

Shoes going through the New York factories now are 
Spring shoes for delivery in March and, to a limited extent, 
in April. The increasing importance given to suede as a 
warm-weather leather is noteworthy. In this surface, 
colors have been ordered in the following order: black 
first, then navy, Balenciaga and grey. Some brown is also 
reported as selling. In calf, black, navy, green and red are 
quoted, in that sequence by one manufacturer; blue, black, 
red, green and brown, by another. Brown, it is recognized, 
in various shades, will come in more strongly later for 
more tailored shoes. White is being made in one or two 
factories now. Patent leather has been selling slowly at 
present, most factories report. Up to now it has “not been 
as big as expected,” possibly due to the bad weather, and 
navy has been bigger. 


St. Louis 


The recent decline in the hide and leather markets 
precipitated no action on the part of St. Louis shoe man- 
ufacturers, so far as is known, though it did stimulate con- 
versation and direct thinking on the subject of future 
prices. Softening of the market at a time when leathers 
for Spring production already had been largely committed 
could not have had much effect on prices of Spring lines, 
manufacturers have pointed out, unless the decline had 
been more general and much deeper. What effect the de- 
cline may have on Fall lines appeared to be a different 
story. If the receding market continues, some spokesmen 
said, price reductions might be noteworthy. 

Since kid, reptiles and suedes did not recede to a degree 


comparable with calf, however, most specialty manufac- 
turers feel that there is no reason for trying to estimate 
what their prices will be for Fall at this time. “We are 
not buying leather now: we're just waiting,” one man- 
ufacturer said, “and until the movement of leather from 
tanner to producer starts we cannot estimate price.” 

Generally, producers see the market easement as a 
healthful sign which many of them hope is just one of a 
series of gradual declines which eventually will make for 
more equitable shoe prices. A number of manufacturers 
have reported a greater price resistance in recent weeks 
and many of them feel that this resistance could be largely 
wiped out if they could get their prices back in a more 
popular bracket. 

But on the other hand, they maintain, raw materials 
are but a single factor figured into the cost of shoes and 
labor still is high. With the market still unstable there 
is also the feeling in some quarters that it may bounce 
back again. 


e 
Chicago 

The market plunge both in livestock and hides caused 
widespread comment and discussion in Chicago shoe 
quarters. General opinion up to the middle of February 
was that there would have to be a greater drop before 
there could be any noticeable effect on prices. If this 
market change should develop into the break that has long 
been awaited, it is generally believed that it should show 
up in some lower prices for Fall shoes. 

Although the future of prices still remains uncertain, 
the picture is changing rapidly. Retailers are still on allot- 
ment from some quarters, but they are becoming in- 
creasingly wary about their inventories, and are determined 
to keep them conservative and clean. Factory stocks are 
building up and retailers are getting much faster deliveries. 
Expectation of possible sudden style changes, plus increas- 
ing price resistance on the part of the public, has led to 
caution in ordering. 

Inventories were helped during the first six weeks of 
1948 when, due to severe winter and stormy weather, re- 
tailers got rid of most of their boots, galoshes, and rubbers. 
Clearance sales moved a lot of stock, although in some 
quarters they were disappointing enough to cause further 
reductions. 

Manufacturers and wholesalers in all price ranges are 
well aware of the fact that buying trends are veering away 
from higher prices. Because this is the home of the 
Stockyards, the Chicago area is particularly sensitive to 
any changes in the livestock market. Retailers find it 
difficult to explain to the public why lower shoe prices 
do not appear as quickly as reduced meat prices. There 
is strong evidence that it will not be too long before this 
will become determined buying resistance. 

[Turn to Page 111, Please] 


Boot and Shoe Recorder 





m= BLUE 


for Easter promotions 


i aL , 
BETSY. Navy Blue, ) 


*. 


~ i 




















nufac- Black, Gray and Balen BETSY / 
5 ciaga suede, Red calf, Hh 
ep } Black patent leather. All i Hit 
We are h in 24/8 and 17/8 heel Hi 
> Man- Kelly — calf in 17/8 Wi 
| only. & M widths. | 4 
cme , $5.00 il f | 
t as a ~ | i] | 
ue of 2 =—_ I 
ike for . TDA 
cturers 
weeks 
largely 
1 more EILEEN.. High heel in 
Navy Blue, Black, Brown 
: Gray and Balenciaga kid 
aterials suede. N & M widths. | ys! z J OVC ta. 
es and $4.60. - 
. there | — 
pounce f 22 Lj 
HN | Chige 
— | q ; or | 
“uth 
For rosy Eoster profits, feo- i cl INI 
ture Blue Easter shoes. That's / — = | a oe 
ARMEN. a 1 
not just our opinion, it’s the | ban heei in fees Blue 
forecast of experts every- | calf, Black patent leath- f 
caused where. Just 5 quick sellers i er. High heel in Blue 
» shoe are pictured here, but we're | | on at ee om \ 
bruary ready with desons — the and Rite Multi kid, | 
before newest closed-up types, | Hl Red and Kelly Green 
f this high back types, ankle | | calf. N & M._ widths. i 
s long straps—rush your order— || 4 90. eS 
se Se ll ill 
stl 
— NATIONALLY ADVERTISED IN 
allot- 
1g in- (RENE. ry and _ VOGUE 
: ban heel in Navy blue 
mined ; , 
calf, Black patent leather, HARPER'S BAZAAR ELEANO 
me am Black kid suede. High GLAMOUR kid Saeeendten tee 
veries. heel in Brown kid suede, . 9 , | 
‘ Black and Brown suede. 
creas- Red and Kelly Green SEVENTEEN 
N & M widths. $5.00. 
led to calf. $4.90. High heel in 
Purple kid. $5.00. N & CALLING ALL GIRS 
M widths. 
MOVIE FAN 
eks of 
er, re- MOVIE TEEN 
bbers. 
some ° e e 
arther In stock for immediate delivery 
es are 
away 
f the 
ive to 
nd it 
prices 
There 


e this 
131-135 DUANE ST., NEW YORK 
CHICAGO: 189 W. MADISON ST. «+ ST. LOUIS: 1315 WASHINGTON AVE. + LOS ANGELES: ROOM 710, HAAS BLDG. 


March 1, 1948 





More RINGS for your cash register 


more WINGS for your customer’s feet 


when you sell the new 


Orthipad offers a NEW experience 

in foot comfort... even in the highest heeled 
shoes. Your customers who put fashion first 

will appreciate that. Ask them to try them... 
they'l! buy them. Orthipad is that comfortable. 


Did we say your cash register will ring? Just consider 
this: The new Trimfoot Orthipad, made of the finest 
camera case leather, retails for $3.50 per pair... 
costs you only $1.75...AND Trimfoot pays a 
generous bonus to the retail salesman! 


Send for your trial dozen today. Your money back if 
Orthipad fails to demonstrate real sales potential 
within 10 days! Sizes 4 thru 10. Narrow and wide. 


APPLIANCE PRODUCTS DIVISION 


TRIMFOOT COMPANY -TRIMFOOT TERRACE +FARMINGTON, MO. 
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Omaha Reports Early 
Demand For Casuals 


Sales volume of both men’s and 
women’s shoes continued to show a 
gain over last year in February in 
most shoe stores and departments in 
Omaha and Lincoln, Neb., and buy- 
ers reported they pretty well cleaned 
out unwanted merchandise by early 
February. There was some deep cut- 
ting of prices in February clearance 
sales, however, but not on staple lines 
of shoes. 


Nebraska Clothing Co., Omaha, 
reported good early interest in casuals 
for Spring, priced at $7.95 to $10.95 
and featuring a low-heel, semi-wedge 
sandal in both black patent and red 
elk, and a low-heel sling in both 
black bucko and tan calf. A “beagle 
boot” of buckhide with thick natural 
crepe rubber soles, played up in men’s 
style magazines early this year, is 
causing interest in the store’s men’s 
shoe department. This number has 
been given a $9.85 price tag. 


J. L. Brandeis & Sons, Omaha, re- 
ported good consumer response to a 
promotion on closed-in ties at $15.95 
in black kidskin with patent trim, 
and black and russett calfskins. 
Other styles at $7.95 have been 
catching on at this store, in navy 
kidskin, patent leather, black suede 
and combination grey and navy 
suede, in that order. 


Two-strap anklets priced at 
$11.95 have been in the limelight at 
Goldstein-Chapman’s, along with a 
high-heel platform sling in black pa- 
tent at $24.95. The two-strap num- 
bers have moved best in black patént, 
but both red and green calf have been 
selling in fair volume for the season. 
Sales appeal has been given to the 
black patent sling pump by white 
piping at the edges of the bow, it was 
stated. 


A special purchase sale of genuine 
alligators, lizards and pythons, in 
red, green, brown and grey, and plat- 
forms, three-inch heels and others, 
helped boost volume at Carman’s 
Shoes regularly to $18.95 were priced 
at $12.85 for the event, which was 
repeated by popular demand. 


_ The Aquila reported that fashion 
interest has been heaviest in high- 
style, high-altitude platforms with 
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intricate cut-out design in black pa- 
tent, grey or ballenciago doeskin, and 
brown and navy calf; baby doll pat- 
ent shoes; and stitched-bow plat- 


forms in patent. 


Hovland-Swanson of Lincoln re- 
ported that February stocks were 
clean, though heavier than last year. 
Garden green and robin red, as well 
as black and dark brown have been 
successfully promoted for wear with 
Spring navy costumes. The two-strap 
anklet also has received quite favor- 
able consumer attention, it was 
stated. Black patent pumps, and 
black and brown oxfords, are current 
volume sellers. 


Popular sellers in the $15 to $20 
category at Magee’s have been V-linc 
pumps in medium heels and open toe, 
in black calfskin, and an open toe, 
medium heel dressy tie in choice of 
black or chocolate-brown calf. 

Wells & Frost, Inc., Lincoln’s larg- 
est family shoe store, in February an- 
nounced its first large-scale rum- 
mage sale since 1941. Included were 
378 pairs of women’s and girls’ dress 
shoes and sport oxfords at $2.95, 60 
pairs of children’s oxfords at $2.95, 
women’s and children’s galoshes and 
house slippers at $1, men’s heavy 
rubbérs at $1, 380 pairs men’s and 
boys’ brown tennis shoes at $1.49 
and boys’ oxfords, $1.95. 








An effective grouping of dress, shoes and 


faille bags to complete the ensemble—a 
promotion by Neiman-Marcus, Dallas. 


Linen Dresses Influence 


Styles in Miami 


Now that imported linen fabrics 
are again in stock, and in a beautiful 
range of colors, they are having some 
effect on the shoe picture. In both 
ready-to-wear and yard good depart- 
ments the report is that linen is of 
tremendous importance this season. 
And this is quite definitely reflected 
in the shoe picture. A smart linen 
frock demands a fine shoe with simple 
lines, hence there is a return to the 
classic pump, more pronounced, per- 
haps, than has been in evidence for 
years past. The linen frock of today 
is not a cheap garment; therefore the 
shoe to be worn with this dress must 
also be out of the ordinary. 

While the two-tone, old-time 
standby classic is again in evidence, 
there is also the all-white or the glis- 
tening black patent for wear with 
the gorgeous new shades of linen now 
available. And to further add to the 
ensemble, some shops are featuring 
the linen pump, painted or tinted to 
harmonize or contrast with the cos- 
tume. Pink orchid or orangy capu- 
cine is suggested for wear with navy. 
Forest green may be combined with 
pink, or cocoa with yellow. Such 
pumps are in the $19.95 bracket, 
tinting extra. 

A check on some of the leading 
shoe shops where high fashion is the 
rule indicates that there is a strong 
leaning toward closed toes. This is 
noticeable only in the high fashion 
and high price brackets. There is at 
present no evidence of this trend in 
the popular price lines featured in 
chain stores. 

In Rothman’s Shoe Salon, Lincoln 
Road, Miami Beach, there is a style 
shoe that is being received by the 
smartly dressed woman as “just 
right.” This shows the closed toe, 
closed heel and open midriff, ankle 
strap, and the white suede is adorned 
with a clever gold studded placque. 
Quite new and very chic. 

Burdine’s has introduced a bright 
new footnote that is selling well in 
all four of its stores—Miami, Miami 
Beach, Ft. Lauderdale and Palm 
Beach. This is a high heel, open to: 
and sling back, with high instep or 
vamp treatment of perforated white 


suede, and poised on a colorful plat- 
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form. The platforms are in green, 
red, blue or luggage, and the price, 
$29.95. 

Hartley has a smart high heel, sling 
back, closed toe model in colored calf 
at $24.95 that is being well received. 
The vamp treatment shows slzshings 
and pipings, and all is mounted on a 
high platform. 

Gold kid continues to be impor- 
tant. The popular price stores are all 
featuring gold in a wide range of 
styles. The open midriff is selling in 
all price lines, and heels are definitely 
much higher. A lot of color is seen 
everywhere, either as a solid or in 
combination. For the most part the 
most wanted shoes, aside from the 
plain pumps, carry more or less orna- 
mentation on the vamp. 

Ankle straps are popular, particu- 
larly in the higher price bracket. 
Some of the more attractive have a 
double strap. 

Sales are way up this month as 
visitors from all over the country are 
preparing to depart for their north- 
ern homes and are stocking up with 
the new styles which, worn here this 
month, will be new as Summer ad- 
vances in the north. 


Business Holding Up 
Well in Baltimore 


Snow, blanketing Baltimore’s in- 
dustrial area and suburban sections 
the early part of February, had a defi- 
nite effect on shoppers’ buying pref- 
erences with the result that there was 
a decided upsurge in volume pur- 
chasing of rubber footwear. Emphasis 
was on galoshes, rubbers and side 
zipper overshoes. 

Leaders in the field here reported 
business exceedingly good, with two 
merchants stating that volume is top- 
ping 1947 for the same period. 

Suedes, patents, ““middy” blue, col- 
ored alligators and lizards in red. 
green and brown have been holding 
the spotlight. Ankle-strap styles in 
suede were literally walking out in 
two weeks via one department store. 
The result was that the buyer had to 
re-order. 

Casuals, too, were reported selling 
well, particularly an item called 


Sandals for Southern wear in multi- 

colored effects and solid colors as ad- 

vertised by O’Connor & Goldberg at 
their Evanston, Ill. store. 


“Robin Hood” in four different 
colors. Wedgies in casuals were also 
favored by Baltimore shoppers. Mak- 
ing its bow here for the first time 
in several years in the low-heeled 
sports shoe field was the crepe sole 
oxford in seven colors made up in 
suede and selling exceedingly rapidly 
at O’Neil’s, according to their buyer. 

In the meantime, instead of white 
shoes and combination whites. the 
gold kid shoe both in sandals, strap 
effects and casual lines were selling 
to wear with slacks, evening wear 
and for casual activities, one store 
buyer reported. One store said the 
only type shoes being sold for South- 
ern wear were the gold kid footwear. 

Inventories have reached an all- 
time low insofar as 1947 merchandise 
is concerned. Some stores still had 
wall stands and tables sectioned off 
for the last lap of selling broken 
sizes in shoes. Hess’ downstairs 
“Thrifty Circle” featured shoes at 
$4.00 which formerly sold at prices 
up to $10.00. 

While some stores reported low 
inventories in reptiles, others, like 
Hahn’s had a volume promotion of 
snake skins in high colors. Stewart’s 
were virtually out of reptiles while 
Schleisner’s had a good stock of 
colored alligators and lizards in red, 
green and brown. 


Schleisner also had a successful 
sale at $10.95 to $16.95 of nationally 
advertised branded lines, which or- 
dinarily sell for from $18.95-$32.95. 
Window displays, interior counters 
and newspapers advertisements, all 
contributed to a very successful clear- 
ance. At this store Philip Parker, 
buyer stated: “Grey, cocoa and green 
suede, colored reptiles were very 
popular for Southern wear.” 
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Good Pre-Easter Demand 
Expected in Chicago 


Stimulated by the  Lincoln’s 
birthday holiday and several mild 
breaks in the weather, retail shoe 
sales in the Chicago area took a turn 
for the better the second week in 
February. 

Generally, however, the first ten 
days of the month were quiet and 
many retailers continued their Janu- 
ary clearance sales, some of them of- 
fering further reductions. One qual- 
ity house offered values to $11.95 at 
the “first $5 sale in years” and a 
low-end chain ran a dollar sale of 
“values to $6.95.” 

With some Easter promotions 
scheduled to start within a week and 
the bulk by the end of February, new 





Spring styles and colors are begin- 
ning to figure in promotions. Blue 
promises to be a big color. O’Connor 
& Goldberg has already devoted 
several advertisements to blue alone. 
Blue shoes and accessories were in 
the majority in “Fashions on Parade” 
one of the weekly style shows staged 
in the tea rooms of Carson Pirie 
Scott & Co., and built around the 
“Currier and Ivel Silhouette.” 
Twin straps are being featured in 
anklets with O’Connor & Goldberg 
effering twin anklets with light- 
weight platform in patent leather and 
suede. Joseph has been showing a 
double strap anklet and double strap 
hand bag coordination. Most retail- 
ers look to pumps as the most popular 
silhouette because of its tie-in pos- 
sibilities with current fashion themes 
in ready-to-wear. They are being pro- 
moted in all colors and in suede, calf, 
and patent. Marshall Field & Com- 
pany has been featuring five colors 
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MODERN YOUTH 
FOOT FAVORS ....... 


THE FASTEST SELLING LINE IN ITS GRADE 
MADE THREE SOLE STITCHDOWN CONSTRUCTION—WITH THAT 


NEW LOOK IN JUVENILE FOOTWEAR 


Illustrations on This Page Carry 


PANOLENE SOLES 


® Lighter Than Leather 
* Longer Wearing 
* Every Step Makes Walking Easy 





CARRIED IN STOCK 
WRITE FOR SAMPLES 
MANY OTHER STYLES 
TO CHOOSE FROM IN 
Misses’ Patent 2 Strap OXFORDS, STRAPS 
Same in Child’s and BOOTS 
Misses’ Brown Elk 2 Strap 
Same in Child’s . 
Misses’ White Elk 2 Strap TERMS: NET 30 DAYS 
Same in Child’s 
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Same in Child’s 
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to 12 $2.60 M 2135 Misses’ Brown Elk Buckle Strap 
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$2.70 
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Misses’ White Elk Tan Saddle 
Same in Child’s 
Misses’ White Elk Red Saddle M 2138 Misses’ Brown Elk Sandal 
Same in Child’s M 2139 Same in Child’s 
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in pumps on its budget floor and 
Carson Pirie Scott & Co., four ver- 
sions in black calf in the Shoe Salon. 

Retailers predict that the current 
Spring and coming Summer-selling 
seasons will see more promotions 
stressing quality and fashion details 
than have appeared for some time. 
This is definitely not due to the fact 
that they now have more shoes to 
sell, but because they are well aware 
of the fact that business is becoming 
increasingly hard to get. Customer 
price resistance is increasing and be- 
coming harder to combat, even with 
emphasis on quality. The public is 
well aware of the recent drop in the 
hide and live stock markets and 
“When are shoes coming down,” 
has been a frequent and persistent 
question in recent weeks. Retailers 
carrying a range of prices have al- 
ready noted a definite shift in buy- 
ing trends. Women who for years 
have been faithful to a particular 
brand have in recent months found 
the prices too great and have dropped 
to the next price bracket. 

There is great confidence, however, 
that the over-all pre-Easter selling 
season will be good with volume buy- 
ing expected in patents, calf, and a 
lively interest in suede. Although 
blues, greens, and reds will still be 
the top colors, retailers are counting 
on the pastels to bring them in a 


fair share of extra sales. 
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Buffalo Buyers Cautious 
But Optimistic 

The shoe picture in Buffalo prom- 
ises to be good forSpring. Buyers have 
been cautious in their ordering and 
there is a tendency to purchase on a 
month-to-month basis, but they re- 
port much less price resistance on 
the part of customers during the last 
few weeks. People seem to be accept- 
ing high prices as an inevitable trend 
of the times and, if they find satis- 
factory quality in the merchandise 
the majority will pay the price for 
it. 

Retailers are finding, however, 
that there is a real selling job to be 
done again. The easy sales of the 
war years, when a large percentage 
of Buffalo’s people were employed 
in its many industrial plants, are gone 
and merchandise must again be pro- 
moted and exploited by store dis- 
plays, radio, advertisements in daily 
and community papers, as well as 


by the salesmen on the floor. These, 
in turn, must be well trained and 
must know their merchandise. 

Some buyers, especially in depart- 
ment stores, work with inventories 
made up on a dollar basis rather than 
on unit volume and as a result, mer- 
chandise must be ordered more often. 
Only in this way is it possible to 
keep stocks complete as to size, color 
and materials most in demand. 

The acute cold weather of this 
area this Winter has boomed rubber 
footwear sales especially the ever- 
popular fur-trimmed velveteen car- 
riage and stadium boots. 

Suede is still a leader in women’s 
shoes and all Spring showings are 
featuring it prominently. Ankle 
straps are favorites, with wedgies 
and platforms also in much demand. 
In the novelty shoe types, the higher 
heels are much in evidence. 

Color will be the big thing this 
Spring—red and green leading, but 
with blue, grey, Balenciaga and com- 
binations of these colors also very 


Reptiles seems to be still in the style 

picture—hence the timeliness of these 

multicolor cobra sandals advertised by 
Nordstrom's, Seattle. 


much to the front for women’s and 
growing girls types. Even the chil- 
dren’s shoes reflect this tendency. 
Nationally advertised brands lead in 
all orders. 

Shoes also promise in many cases 
to be more conservative in style. 
There is a return to the closed toe 
in several types, as well as a trend 
toward fewer decorations on other 
than the very dressy shoes. 

Men’s shoes, too, show this conserv- 

atism in style with less stitching, and 
with fancy eyelets and other trim- 
mings little in demand. The high 
school and college boys like them, 
but their dads buy the smooth, plain 
leathers or very simply decorated 
types. 
Alligators and reptiles are good 
for Spring and most stores feature 
matching hand bags. This is also 
done with many of the colored 
leathers. 

Another thing that is noticed more 
as time goes on is that quality-con- 
scious customers are finding that it 
is better to buy a high-priced shoe 
at a store that features such merchan- 
dise regularly. The stores that sell 
the lesser-priced footwear have built 
up their following on that basis and 
their customers neither demand nor 
appreciate $25 or $30 shoes. As a 
result, these stores are apt to carry a 
very small stock of this merchandise. 
There is a very definite place for both 
types of stores and there are, of 
course, a few who quite successfully 
handle shoes that cover a wide price 


range. 
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Spring Trend Not Clear 
In St. Louis 


The severe weather which carried 
over into the latter days of February 
here has dampened feminine interest 
in Spring lines to such an extent that 
buyers have been unable to obtain 
very positive ideas to date on what 
types of shoes will become volume 
sellers. The buyer in a popular priced 
women’s salon in one of the major 
department stores here said he be- 
lieved that from the expressions of 
customer preference to date the de- 
mand for Spring shoes would be 
highly diversified among a number 
of styles. 

Such an inclination on the part 
of the customer, he explained, would 
necessitate a greater variety of stock 

[Turn to Page 108, Please] 
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A Good Neighbor Does a Good Job 


Squires Bingham, fashionable men’s store in Manila, P.1., recently moved 
into new building designed in modern style, with wide windows and doors. 





There’s a new republic out in the far 
reaches of the Pacific, where a great 
and gallant people are doing a magnifi- 
cent job of rebuilding a shattered coun- 
try out of the rubble left by the war. 
Symbolic of the new era dawning for 
our good neighbors, the Republic of the 
Philippines, and typical of the new 
Manila that is rising from the ruins of 
the old, is the recently completed men’s 
department store, Squires Bingham. 

An old, established firm, Squires 
Bingham started as a small gun shop 
back in 1905. It soon became the head- 
quarters of Manila’s sports enthusiasts, 
and before long branched out into 
sporting goods, and later, men’s wear. 

Even before the war, Squires Bing- 
ham had come to be looked upon as the 
store for sportsmen. Changes brought 
by the war made it necessary for the 
firm to find new quarters for a time and 
to reduce its operations. 

But Squires Bingham carried on, and 
now after three years, the firm is back 
at its old stand on the Escolta, in the 


heart of Manila’s fashionable shopping 
district. 

The new store is built in modern de- 
sign, with wall space and show win- 
dows utilized to display merchandise to 
the best advantage. Mirrors and light- 
ing are effectively used to give an illu- 
sion of added space and daylight. 

Numerous new lines have been added, 
until today Squires Bingham is looked 
upon as probably the most complete 
department store for men in the 
Philippines. 

One of the new departments is the 
shoe department, which features a com- 
plete line of Winthrop shoes for men 
and boys. 

The store has always made it a policy 
to promote name brands, has constantly 
stressed courtesy and service in cus- 
tomer dealings. It is these things, the 
owners feel, that have made possible 
the expansion of the small gun shop 
that started back in 1905 and stands 
today as one of the leading department 
stores in the Far East. 





Urges End to Compulsory 
Use of Synthetic Rubber 


New York — The government is at- 
tempting to force synthetic rubber down 
the throat of the American consumer 
by perpetuating control over the rubber 
industry, according to Herbert E. Smith, 
president of United States Rubber Com- 
pany. 

Mr. Smith made this charge in a let- 
ter to Representative Paul W. Shafer 
of the House Armed Services Commit- 
tee in connection with Bill H.R.5314 
which was introduced by Representa- 
tive Shafer. 

“It is recognized this bill is offered 
in the name of national security,” Mr. 
Smith said. “The position of our com- 
pany has been, now is, and always will 
be to put national security first. But 
national security changes as the qual- 
ity of synthetic rubber changes and as 
the international scene changes. Com- 
pulsory use of synthetic rubber should 
have a definite termination date—and 
reasonably soon. The bill places an Act 
on the statute books without termina- 
tien date.” 


Takes Over Shoe Dept. 
In Sax-Kay Store 


Detroit — Arthur’s Shoes, Inc., has 
been formed with a $50,000 capitaliza- 
tion as a Michigan corporation to take 
over the woman’s shoe department in 
Sax-Kay, exclusive Washington Boule- 
vard speciality store. The store will 
carry high style shoes, featuring the 
John Marino line. 

Owner is Arthur Rosenberg, who also 
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operates Rosenberg’s, Inc., at Grand 
River and Six Miles Roads in north- 
western Detroit. He is the son of Ben 
Rosenberg, who has operated a store 
under his own name for many years on 
the east side at Van Dyke and Harper 
Avenues. 

Harry Fox, formerly with Russek’s, 
has been named manager of the new 
Arthur’s department, while Lewis Gabe 
is managing the Rosenberg’s, Inc., store. 


Tenth Anniversary 
Celebrated by Kleinert 


New York — This year marks the 
tenth anniversary of the entry of I. B. 
Kleinert Rubber Company into the shoe 
industry. Long-established as a house- 
hold name in quality rubber goods, this 
seventy-six-year-old firm went into the 
production of slippers and casual shoes 
a few years prior to the war. Drastical- 
ly curtailed by the war, this branch of 
the business is again producing a com- 
plete line of footwear for indoor and 
outdoor leisure wear, under three brand 
names, Sportimers and Sportimer San- 
dals, casual shoes in both cases, and 
Bedtimers, house slippers and scuffs. 
The prices of these have increased very 
slightly over pre-war. 

Four generations of the same family 
have been connected with the company 
which was founded by I. B. Kleinert, 
the first president. He was succeeded 
in this office by his son-in-law, Victor 
Guinzburg. The present heads of the 
company represent the third genera- 
tion, Ralph K. Guinzburg, president 
and George K. Guinzburg, vice-presi- 


dent. Harry Kleinert, grand-nephew of 
I. B. Kleinert, is the plant executive. 
Richard Bleier, son-in-law of the presi- 
dent, and Robert Whelan, son of the 
vice-president, carry the family interest 
in the business over into the fourth 
generation. 


Baxter Adds New Store 
To Its Chain 


Seattle, Wash. — Fenton Winans, 
owner of the Baxter chain of shoe 
stores, recently opened a new store at 
Richland, Washington, in the Style 
Center. Ed Doyle, who has been asso- 
ciated with the Baxter firm in Tacoma. 
assumed the position of manager. This 
new store is number 5 in the chain. 

Baxter’s have just completed a re- 
modeling job in their Seattle Fifth Ave. 
store. This included a new decoration 
job, floor coverings, new chairs and 
stock boxes. The color scheme, dove 
gray and shocking pink has been car- 
ried out through the entire store and 
furnishings. A dove gray carpet covers 
the floor, the chairs are also of a gray 
shade. The walls tie in with the same 
tones, and the gray stock boxes with 
their attractive pink covers, add a dis- 
tinctive note to room. 


Bellwood Shoe Company 
Expands Sales Force 


Nashville, Tenn.—It was announced 
recently by John P. Gifford, Bellwood 
Division manager, a division of Gen- 
eral Shoe Corporation, Nashville, that 
three new sales territories are be- 
ing opened. This action is in line with 
the plans of General Shoe Corporation 
to sponsor the continued growth and 
acceptance of the nationally advertised 
line of Valentine shoes featuring career 
and street styles to retail from $8.95 to 
$10.95. 

Preston Ballard has been chosen to 
carry Valentines in Mississippi, Louisi- 
ana, Arkansas and West Tennessee; 
Ralph L. Taylor in Ohio, Indiana and 
Michigan; and Joe A. Morgan in Texas 
and Oklahoma. These men have all had 
considerable success in selling and mer- 
chandising and have in addition the 
added advantage of a solid retail back- 
ground. They will begin covering their 
territories immediately with the late 
Spring and Summer line of Valentines. 


A. Samuels Promoted 

Cleveland, O.—Aaron Samuels, man- 
ager of the shoe department in Bond's, 
Cleveland, has been promoted to man- 
ager and supervisor of these depart- 
ments in the Toledo branch and two 
stores of the firm in Detroit. 


Modernizing Store 

Fort Wayne, Ind.—Patterson-Fletcher 
Co., Fort Wayne, is modernizing its 
store, with work on the third floor to 
provide additional space for the chil- 
dren’s shoe department. 
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BASS QUAIL HUNTERS... 
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Sportsmen will hunt you up when you stock 
Quail Hunters, because there has never 
been a change in the original Bass policy 


— “to build the best possible shoe for its 
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Rhythm Step Opens 
New York Fashion Office 


New York — Isidore Busom, well 
known shoe fashion authority, is now 
in charge of the newly-opened Rhythm 
Step New York fashion office, officials 
of Johnson, Stephen & Shinkle Shoe 
Company announced. 

Purpose of the New York office, the 
St. Louis shoe company officials say, is 
to serve as a “new design” center for 
new shoe fashions. Mr. Busom, who 
will originate these styles in the East, 
will work in conjunction with stylists 
in the St. Louis home office. 

Location of this new fashion office is 
in the Marbridge Building, 34th Street 
and 6th Avenue. 

Mr. Busom was born in Europe, and 
became an apprentice in the shoe in- 
dustry at the age of 16. 

During the “golden-days” of Paris, 
in the twenties, when this city was the 
style center of the world, Mr. Busom 
gained his Parisian background knowl- 
edge of style and design. Before he 
moved to this country, he was connect- 
ed with a popular Paris boot maker, 
R. R. Buntting. 

His first position in this country was 
with the Stone Shoe Company. He was 
later associated with Mackey Starr, 
then Stassburger, Inc. Before joining 
J. S. & S. he was affiliated with the 
Carlisle Shoe Company. 
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Northwest Awaiting 
Trade Show in May 

Seattle, Wash.—Shoemen in Seattle 
and the entire Northwest are encircling 
May 8 to 12 on their business calendars 
as embracing one of the best men’s shoe 
style shows in years. Over this five-day 
period the Shoe Men’s Trade Show will 
be held, and about one hundred of the 
leading shoe men of the region will par- 
ticipate in the style exhibition of the 
latest in men’s footwear, both as to 
style and materials. 

Plans for the holding of this forth- 
coming May event are in the hands of 
G. Ervin of 1512 Fifth Ave., Seattle. 


10,000 Pairs of Shoes 
Repaired by Canadian Vets 


Toronto, Ontario—Students at the 
Training and Re-establishment Insti- 
tute of Hamilton (Hamilton, Ont.) 
learning the shoemaking trade recently 
repaired more than 10,000 pairs of 
boots and shoes for British flood vic- 
tims. The work was effected for the 
cost of materials only. 

Of the 150,000 pairs of footwear do- 
nated by Ontario citizens, Hamilton’s 
contribution totalled 50,000, of which 
only 5,000 required mending. Besides 
providing the veterans with every type 
of existing footwear for practical train- 
ing, the monster collection will mean 
at least a year’s comfort for thousands 


of British citizens lacking suitable 
boots and shoes as a result of floods. 
Instructors estimate the mended foot- 
wear as being worth $4.00 a pair. 

The only training institute of its 
kind in Ontario to undertake such a 
project, the Hamilton school’s students 
turned out such satisfactory work that 
arrangements were made to handle 
otherwise scrap footwear from the 
Flood Relief Campaign depots at To- 
ronto, London, Brantford and Scar- 
boro. As a result, several carloads of 
serviceable boots and shoes have left 
Hamilton for needy Britons. 


Shoe Department Has 
Grand Opening 


Hutchinson, Kan.— The brand new 
shoe department of Beardslee’s here, 
held its grand opening last month. In 
the same location for 24 years, Beards- 
lee’s reopened in its new location, 4-6 
South Main. 

The store’s interior has been painted 
white and pale green. Modern wall 
displays and fluorescent lighting have 
been added. Besides shoes, ready-to- 
wear apparel, accessories, millinery, 
etc., are also handled. The new store 
is 50 per cent larger than the old one, 
according to Mr. Beardslee. 

Mr. Beardslee has been in business 
here since 1924 when he was a partner 
of Newt Edwards. He purchased Ed- 
ward’s interest in 1920. 
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“Outside Selling” Creates 


Infants’ Shoe Volume 


That “outside selling” has a highly important place in 
children’s show retailing has been well demonstrated by 
the experience of Personal Shoe Service, 5461 Gravois 
Ave., St. Louis, Missouri—a children’s footwear store, 
which has carried shoe selling “directly into the home.” 

The Personal Shoe Service store in business 10 years, 
went into “outside selling” in summer of 1947, when Mr. 
and Mrs. Robert Brennecke, owners, discovered that there 
was a definite market for personal service in the parent’s 
home. Although the store had maintained an excellent 
volume in its 12-chair shoe salesroom, which, incidentally, 
is completely modern, equipped with all fitting devices, a 
stock record system, file cards on every customer, etc., Mr. 
Brennecke ascertained that it would be possible to build 
volume substantially by doing the fitting “in the home.” 
“We have found that there are many mothers who simply 
cannot make time for a trip to the store for children’s 
shoes,” it was pointed out, “While, of course, they have 
plenty of time for personal visits at the home, when all of 
the children can be fitted simultaneously, and the entire 
transaction carried out without leaving home duties. Also, 
it is possible to make sales to both parents simultaneously 
at home, and get complete agreement on the footwear for 
the child.” 

Under the plan utilized, Mr. Brennecke “books” a 
tightly-knit schedule of outside calls daily, utilizing for 
the purpose a battleship gray panel truck, with bright 
black and yellow lettering with the name “Personal Shoe 
Service” on either side. Inside the truck a complete in- 
ventory in children’s shoes of all sizes from infants’ soft- 
sole up to a size 9 in boys and a size 3 in girls:is main- 
tained at all times—plus whatever new specialties, such 
as slippers, gym shoes, etc., may be requested by cus- 
tomers. The store carries a very complete stock of brands 
and sizes, running from infants’ soft soles to 3 in girls, 
9 in boys and widths of B, C, D and E. “We have not 
tound it necessary to carry any A’s,” Mr. Brennecke 
said, “but find that a wide range of widths is essentia! 
where we encounter children of all ages and sizes.” 

On many calls, Mr. Brennecke makes “add-on sales” 
where the mother is so pleased with the fitting of one child 
that she wishes to see other footwear for other children. 
Therefore, The Personal Shoe Service truck is a “rolling 
shoe store” which can provide proper shoes for youngsters 
of all ages in the same family at a single visit. 

Outside calls are operated on the basis of 17 per day in 
the northern and northwest section of St. Louis, and 21 a 
day in South St. Louis, which is much closer to the store. 
Mr. Brennecke alternates his territories on Tuesday, Thurs- 
day and Saturday, working one section of the city, and on 
Monday, Wednesday and Friday, another section. All of 
his calls are laid out on mimeographed maps, to eliminate 
“backtracking” and “cross trips” which might otherwise 


waste time. 





Seattle Merchant Honored 


Seattle, Washington — New honors have come to M. 
F. Cronkhite, one of the leading shoe merchandisers here, 
and president of Turrell’s Shoe Co., a pioneer Seattle store, 
in his selection as chairman of the retail trade bureau of 
the Seattle Chamber of Commerce, for 1948. 
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O PLATFORM 


The one-third lower PRIMEX step (only 

8%; inches high) together with the 50 per 

cent. wider platform space means added 

safety and convenience for your customer. . . 

better selling facilities for your salesmen. 
Also, Primex’s reduced overall size, 

only 38 inches high and 20 inches wide, 

is a triumph in space-saving compactness. 
PRIMEX offers many new and 

inviting features to expedite 

shoe sales. Write for full particulars. 


EQUIPMENT CO. 
135 So. La Salle Street Dept. BS-3 
Chicago 3, Illinois 
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RERDA “INFLATION BUSTER” SPECIAL 2 


~ Genuine 
s< ~ GOODYEAR WELT 
CHILDREN’S MOCCASIN 


Immediate Delivery 


45 eed 


f>-- Child's, 82-12 C Width 


$2.65 


Misses, 12—3 8, C, 0 Ue 
Widths 


-Gceva gets ‘48 off to an 
m=! economical start with solid, all 

leather, Panolene soled chil- 

F dren's unlined moccasins. 
zee They're made to take punish- 
<<" -ment every real kid will give Q uentities -. 
ig them, SUMMER and WINTER. & 4 ore limited—* . 
e-.~ They're from a famous house ~~ Gon te A. ~mn o—, > 
me, and exactly their nationally ples, of ca dae 
advertised quality. Gerda's policy. 


“GERDA FOOTWEAR co vine 


DUANE STREE 


Make Accessories Pay the Overhead 


(Continued from Page 59) 


Linen accessories, available in a variety of styles and colors, are a direct complement 
to the linen ready-to-wear wardrobe growing in popularity with fashion-conscious women. 
Square box bag, linen belt and linen gloves with suede lined palms are from Frank 
Bros., New York City, collection of linen shoes and accessories. 


you. Remember they like to sell their make your promotion, and theirs, a 
merchandise, too. Work with them to success. 
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Next, the material must be chosen. 
Now that most materials are all-year- 
rounders, there is a wide choice. Today 
everyone is talking calfskin. And in 
the same breath, they quote the high 
price. But remember, if calf is not in 
your budget for handbags, saddle 
leather, actually a skip or side leather, 
less expensive and a very attractive 
teammate with calf, is available in a 
variety of styles in many manufac- 
turers’ lines. 

Because it is difficult to match certain 
shades of suede leathers exactly, color 
promotions must be worked out care- 
fully. Don’t expect exact shades. Do 
expect to choose the right color, pro- 
motable as a separate item or teamed 
with other accessories, in the event that 
there is a wide discrepancy. If this lat- 
ter happens, all is not lost. Team, 
rather than match, the shoe or the bag 
to the glove, belt scarf, hat, jewel tone 
or stocking shade. (See MIX YOUR 
COLORS, 1948 STYLE, “Boot and 
Shoe Recorder,” Dec. 1, 1947.) 

With certain leathers, there is little 
difficulty in matching colors. Patent, 
available in plastic or genuine leather, 
is easily matched in color with other 
accessories for dressy occasions. Kid- 
skin shoes can be matched to kidskin 
bags, gloves, flowers or in some cases, 
to lambskin or other soft grained leath- 
ers. Reptiles, most often desired in 
matched sets, are offered in a wide 
range of color and utility sets. Sepa- 
rate items, such as umbrellas, gloves, 
belts, cigarette cases, glasses cases, bill- 
folds, taken from a host of others, be- 
come ideal gifts for the person who is 
gradually acquiring a complete unit in 
reptile. 

Detail matching on bags and shoes 
has become less important, since this 
limits the use of the set. Women who 
have learned this, much to their con- 
sternation, avoid exact detailing unless 
it is of a subtle nature. 

Finally, after the commotion of the 
promotion is over, you may key the re- 
maining items with a new slant or twist 
to other available accessories. 


Coombes Made Purchasing 


Agent for Brown Co. 

Berlin, N. H.—Kenneth V. Coombes, 
manager of purchasing for the General 
Chemical Division of the Allied Chemi- 
cal and Dye Corp., New York City, has 
accepted the position of general pur- 
chasing agent for Brown Company. He 
assumed his new duties last month. 

Mr. Coombes has been engaged in in- 
dustrial] purchasing for more than 20 
years. In 1926 he joined the Engineer- 
ing and Management Corporation in 
Whippany, N. J., as purchasing agent. 
Two years later he was made assistant 
general purchasing agent of the Nichols 
Copper Company, and in 1931 was 
transferred to Canadian Copper Re- 
finers, Ltd., where he served as purchas- 
ing agent until 1940. He joined the 
Allied Chemical and Dye Corporation in 
1940. 
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Fishing Boots Have a Place 


(Continued from Page 56) 


cases, they are among the heaviest 
users of space in these publications. 
But because of the adamant attitude of 
the shoe retailer, the rubber manufac- 


turers have followed the path of least 


resistance in selecting outlets for their 
merchandise, with the result that the 


sporting-goods stores’ gain has been 
the shoeman’s loss. 


Perhaps it may seem a bit unusual to 
feature fishing clothes in a shoe publi- 
cation. They are shown with a definite 
purpose in mind. There are not many 
shoe stores which could or would care 
to sell fishing jackets and trousers; 
few actually are in a position to sell 
waist-high waders, but it is important 
that the shoe retailer revise his think- 
ing to the point where the more utili- 
tarian fishing boots are considered 
legitimate shoes in his general rubber 
footwear set-up. Certainly then it is 
not going too far afield to illustrate 
merchandise which will help him ‘iin this 
revision of his mental process, and it is 
not unreasonable to suggest that some 
retailers may find a place for a small 
stock of fishing and hunting clothes in 
the sporting shoe department of his 
store. 


The least promotionally minded re- 
tailer, particularly if he is located in a 
rural community, can check the possi- 
bilities of a good boot department, by 
a simple survey which can be made 
among his friends and customers. He 
need only ask the question, “Do you 
hunt or fish?” And “why do you buy 
your boots in a sporting-goods store?” 
The answer will certainly be, “Because 
my favorite shoe store doesn’t carry 
them.” It is a positive fact that a great 
market for hunting and fishing boots 
exists now, and sustained effort by 
manufacturers is constantly developing 
it. It is merely a matter of bringing 
this business back into the shoe stores 
where it belongs. 


Great strides have been made in the 
design and manufacture of fishing boots 
since the war. When the war started, 
waders became as scarce as the prover- 
bial hen’s teeth. Practically all manu- 
facture of boots for sportsmen ceased 
during the war. Except for war sur- 
plus stock, waders were still very scarce 
last Spring, which means that there is 
a pent up demand for them strictly on 
the basis of replacement. 


In the 1948 samples, which arrived 
early in the Winter, there was a 
marked difference and improvement 
over their pre-war counter parts. Rich 
colors, such as Marsh Brown, Stream 
Green, with yellow and red binding and 
straps and white or black soles have 
given them great eye-appeal. 


Fit and quality are better, because 
of improved design of lasts and more 
supple materials. Before the war, if a 
wader was not expensive, it was a 
pretty bad fitting proportion, binding 
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SELLING 
ATA FAST PACE 


IT NEEDS A BUYING 


INCENTIVE FOR THAT 





























The customer was never more ready 
for suggestions that make him recep- 
tive to quality footwear at comparable 
prices. Asked, as he is to pay more, he 
naturally expects more. Be in posi- 
tion to draw attention to 


KISTLER SOLE LEATHER 


For Men's, Women's and Children’s Shoes 


With the customer at the fitting stool, 
remind him that he is “going to town” 
when he wears shves with this out- 
standing sole leather. It is a buying 
incentive because ; 


“IT MAKES ANY SHOE A BETTER SHOE” 


The BSatanced Bark Tannage 


Write for names of lines featuring it, 
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where it should be free, and flapping 
where it should be tight. Nineteen hun- 
dred forty-eight fishing boots right 
across the board are “real fitters.” Mr. 
Fly Fisherman is going to get the thrill 
of his life when he tries out his first 
pair of them next month. He is going 
to be amazed at the lightness and the 
flexibility, as well as the greatly im- 
proved appearance. His feet will be 
warmer and free from chafing. His 
step on icy stones is going to be 
surer because of improved treads. His 
fishing hose will last longer, because of 
an improved inner surfacing material. 
He will have fewer banged-up toes, 
thanks to the new toe bumper and toe 


~ IN CHARGE OF F. A SHACKELFORD, 744 NORTH FOURTH ST. MAWAUKEE 3 Wis 
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box materials. Generally he will wear 
a glovier, better fishing boot, too, be- 
cause of a proved blending of the vari- 
ous types of rubber from which they 
are made. 


Moves to Ground Floor 


Fort Wayne, Ind.—The Foot Health 
Bootery has moved to a ground-floor 
location at 1227 Calhoun Street, pro- 
viding a larger space for the store’s 
growing business. The store features 
the exclusive Fort Wayne sales for 
Dickerson Shoes, Archlock and Arch 
Relief Footwear. 
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EASTER 








Mary Janes and straps in Patent, Red, 
White and Blue Elk; Infants 5-9; Children 
9-13; B, C, D widths. 
Retail $5-$6. 













Write 


The BEST SHOES 
to build a better child- 
ren’s shoe business. 








ORDER NOW FOR EASTER DELIVERY 


for a catalogue or request that our representative 
call to show you our complete line of sensibly 
priced high quality juvenile footwear. 


FOOTWEAR, 


COOPERSBURG, PENNSYLVANIA 


DALE 


Wrtewrir Bivision 








Decentralization Pays 
(Continued From Page 53) 


Mr. Mittenthal’s cptimistic forecast. 


The first attempt at decentralization 
gave Reliable courage to venture twe 
years ago into another small Valley 
town, Santa Cruz (population 17,000). 
to set up a leased department in Leask’s 
Department Store. In one year under 
the Reliable aegis the Santa Cruz con- 
cession had a $125,000 year, and the 
figure is still climbing. 


It was then decided to concentrate on 
operating leased shoe departments. “We 
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wanted to spread as fast and as effici- 
ently as possible, and our experience in 
Santa Cruz showed us that we could do 
it best by taking over a leased depart- 
ment in a department store with a good 
reputation and a physical plant ready 
to do business,” Mr. Mittenthal said. 


In that way there were three names 
that would build the customer’s confi- 
dence, that of Reliable and its branded 
lines, couples with that of a well-liked 
local department store or specialty shop. 
Besides, experience in Fresno, where 
Reliable operated a ready-to-wear de- 
partment adjacent to the shoe salon 
showed that Valley-ites liked to coor- 


dinate their accessories and footwear 
and could do it much better by making 
their purchases from one merchant. 


Stepping out from home territory, 
Reliable ventured to Southern Califor- 
nia, where they took over a leased de- 
partment in Krystall’s Department 
Store in Alhambra, a residential com- 
munity 12 miles from Los Angeles. 


Things really started to happen when 
Paul Seigel was elected president of 
the fast growing Reliable chain in July, 
1946, heading a board of directors com- 
prised of Messrs. Friedman, Diamond 
and Mittenthal. Mr. Seigel, a well known 
administrator and merchandiser, was 
formerly merchandise and promotional 
director for O’Connor & Goldberg in 
Chicago. 


Mr. Seigel had been with Reliable less 
than a year when a new store was built 
in the smart Fig Garden section of 
Fresno, a leased department added in 
Fresno’s fashionable new Town and 
Country Shop, and leased departments 
opened in four more San Joaquin Val- 
ley towns — Watsonville, Santa Rosa, 
Redding, and Bakersfield. 


“Our franchises on branded mer- 
chandise are worth more than gold,” 
Mr. Seigel said. “It is our good fortune 
to have franchises on fine nationally 
advertised brands. For this reason Reli- 
able can go into small towns, such as 
Redding (population 8,000) and Watson- 
ville (population 9,000), and give the 
public the same quality branded lines 
they can buy in San Francisco or Los 
Angeles.” 


“We are strong believers in advertis- 
ing, especially in backing our branded 
lines to the hilt. For the first year that 
we operated a leased department, we’ll 
go as high as 5 per cent of our dollar 
volume on advertising—and even more 
if necessary,” said Mr. Mittenthal. Ad- 
vertising plays such a big role at Reli- 
able that a full-time staff is employed 
at the Fresno store to handle copy for 
all eleven units. 


Because of the nature of their mer- 
chandising operation, the chain utilizes 
mostly small town newspapers. “We 
are not afraid to use sophisticated art- 
work and copy in small town news- 
papers. They click because they are dif- 
ferent from the usual type of news- 
paper advertising that women and men 
in small towns are used to seeing.” 


Much attention and money is expend- 
ed upon displays, and the smallest unit 
in the chain will always have as timely, 
beautiful displays as the big Fresno 
store. Windows are trimmed every week 
to ten days by Stanley Simon, head dis- 
play man. 


Behind the scenes of the smooth-run- 
ning organization is a room full of ex- 
pensive machines run by a highly 
trained crew of specialists who keep up- 
to-the-minute stock contro] records. 
Thus a fresh inventory is assured at 
all times. 
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Research Conferences on 


Leather Held in Ohio 

Cincinnati, Ohio — A three-day re- 
search conference on leather technol- 
ogy took place during January, under 
auspices of the Army’s office of the 
quartermaster general. It was held in 
the Netherland Plaza Hotel, the second 
annual meeting in connection with the 
$200,000 leather research program of 
the Army, centering at the University 
of Cincinnati. Purpose of the project 
is to improve leather goods, especially 
shoes, to insure comfort, longer wear 
and resistance to water. Dr. Fred 
O’Flaherty, director of the Tanners’ 
Council and of the American Research 
Laboratory of the University of Cin- 
cinnati, presided. 


R. D. Jackson Resigns as Head 
Of G. Edwin Smith Shoe Co. 


Columbus, Ohio—R. D. Jackson has 
resigned as president and director of 
the G. Edwin Smith Shoe Co., Colum- 
bus, and Paul M. Smith, son of G. Ed- 
win Smith, founder of the company 
and chairman of the board, was elected 
to succeed him. The board accepted 
Mr. Jackson’s resignation “with re- 
gret” and, by resolution, thanked him 
for the “splendid job he has done as 
the company’s chief executive since 
1938.” 

Col. Russell Urban was elected vice- 
president and director, and Frank W. 
Whiteley was named a director. 

The new president for the past sev- 
eral years has actively managed the 
manufacturing end of the business, and 
for a number of years has been a di- 
rector of the Compo Shoe Machinery 
Corporation of Boston. 





Shoe Corporation 
Declares Dividend 


Columbus, O.—Directors of the Shoe 
Corp. of America, formerly the Schiff 
Co., declared a regular quarterly divi- 
dend of 25 cents a share on the Class 
“A” common shares, payable March 
15 to holders of record Feb. 28. This 
dividend is the equivalent of a dividend 
of 50 cents per share on the former 
shares of the Schiff Co., for which two 
Class “A” common shares of Shoe Cor- 
poration of America are being issued 
in exchange for each of the former 
shares. The dividend will be paid only 
to those shareholders who have ex- 
changed the Schiff Co. common shares 
for Class “A” common shares of Shoe 
Corp. of America, which are now ready 
for exchange, announced Edward E. 
Schiff, secretary. 





Field Flyer Featured 


Shoes on Front Cover 


Chicago, Ill.—Shoes from the fifth 
floor Leisurex Square at Marshall Field 
& Company were featured on the cover 
of the first issue of the Field Flyer, 
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SALESMEN WANTED 


GOOD 


TERRITORIES 
OPEN! 


Owing to the death of our associate Lawrence J. 
Niehoff, who formerly covered these territories, the 


following states are now available: 


1 The State of Ohio as one territory. 


2 The State of Pennsylvania, east to 
* Harrisburg and Williamsport; also some 
points in Maryland and West Virginia. 


The Krippendorf-Dittmann Company needs two ex- 
perienced salesmen, in the age range 32 to 42, who 
have been selling shoes (preferably women’s) in the 
territory. Must be hard workers, capable of becoming 


executives in our business. 


Have established business in both territories on Foot 
Rest shoes, which are nationally advertised. The fall 


line will be ready about April 20. 
Please give full particulars as to ex- 
perience, age, lines represented, etc., 
in first letter, which will be held 
confidential. See our classified ad- 


issue. 





vertisement on page 130 in this 
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THE KRIPPENDORF-DITTMANN COMPANY 
317 East Seventh Street - Cincinnati 2, Ohio 





new monthly advertising folder aimed 
at building up the firm’s mail order 
business. 

The folder contains separate sheets 
illustrating and describing a specific 
piece of merchandise, with order form 
on the reverse side. In addition to de- 
scriptive matter on merchandise, infor- 
mation includes order number, postage 
and departmental location in the main 
store and all its branches. 

Penaljo’s “Sahara” sandals were pic- 
tured on the cover and offered in an- 
tique dark red and chestnut elk tanned 
calf, referred to as “the popular sandal 
colors for Spring.” 


New Colors Announced in 
Reptilian Leathers 


New York—Fleming-Joffe, Ltd., tan- 
ners of alligator, snake and lizard 
skins, announce a new range of pre- 
cious gem colors in their Oriental Liz- 
ards, including ruby, emerald, sapphire, 
amethyst, yellow and pink topaz. In 
shoes, belts and handbags, these colors 
will be combined with white suede and 
white mesh for Summer wear. The 
colors have been inspired by the jewels 
of India, the country from which these 
genuine reptiles are obtained. 
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Children's Style Nos. 5402, 5403. 
Genuine Multi-Colored Corde. 
Durable Soles. Sizes: 11-3, Regulor 
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Oy Holl Sines $1.75 
ez 
Women's Style Nos. 6402, 6403. 
Sizes: 4-9 $1 85 
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Z| Baltimore Shoe Club 
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Baltimore, Md.—At a present meet- 


* “ag 
Lo $4, ing of the Baltimore Shoe Club, these 
A | Ga | shoemen were elected to their respec- 
we Ce | tive offices for the coming year: 
J | President, Nathan Schenthal (for- 


GENUINE CORDE SANDALS 


merly merchandising manager of 
Hochschild Kohn & Co., now retired); 
vice-president, Perry Chester, manager 
of I. Miller; secretary, Norman E. 
Davis, U. S. Rubber Co.; treasurer, 


@ | Irvin Volk (P. H. Volk & Co.); sergeant- 
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Samples on Request. é 
Packed in Attractive J 
GERDAKIN and 
GALURE Boxes. 
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Zé n & ‘ 
Ve "Prices down—-Volume up", is the theme of Gerda, the House ot Hits. In keep- ZL; 
vo ing with this ideo, Gerda brings ther p tional q , colorful f Ya’ 
4, sandals, that will catch, not only the appealing eye of a young miss, but mother vA Og 
4A too. A selling combination that will give you that “extra pairage™ by selling OX 


€, both customers ot the one sitting. They're priced right for extra profit—tashioned 


right for quick turnover. 








Spotlight on Accessories 


(Continued from page 57) 
because it necessitates carrying a wide 
price range of smal] items to do the 
proper job, can sometimes be promoted 
as a special feature, for example, ear- 
ring sets which double as she clips. In 
reptile promotions, smaller items make 
lovely, colorful displays. But again, the 
accessories you carry depend wholly or 
your individual store and locality. 

Merchants who have handled acces- 
sories in their stores find that they can 
offer their customers better service, sell 
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NN 


separate items, add new customers to 
their lists, and have more attractive 
window and interior displays. Those of 
you who have not reaped the harvest 


of successful coordination programs 
should remember that the answers to 
the following questions are prime requi- 
sites. Who has it? Where? When can 
I get it? When will it be delivered? 
Can I reorder it? Will it do the job 
that I want done? With these answers 
settled by manufacturers whom you 
will find very cooperative, there is no 
doubt that your promotions will suc- 
ceed. 


SS 
\ 


at-arms, Robert Rubin (Epstein’s Dept. 
Store, shoe buyer); Harry Goodman, 
|chairman of the board of directors; 
Samuel Abrahams (Whitelock Bootery), 
| assistant chairman. 

Among the new directors for 1948 are 
Milton Volk, Herbert Cox, Ray Evans 
and Max Myers. 


Showing New Shoe Lines 


New York — Sam Goldstein, repre- 
| sentative of Richland-Davidson, Divi- 
|sion of General Shoe Corporation, is 
| showing his Spring and Summer lines 
of men’s and boys’ shoes at his show 
| room, 158 Duane Street, here. 


Shoes Needed for 
Europe’s Children 


(Continued from page 64) 


| witnessed, but to keep them from se- 
vere frostbite now that cold weather is 
| here. I have seen many children with 
running sores that will not heal, from 
|last Winter’s frostbite, many legless 
|children who might now be running 
| around, sick and undernourished, per- 
haps, but at least not crippled—if they 


| had had a pair of shoes. 


Foster Parents’ Plan for War Chil- 
dren, of which I am _ International 
Chairman, does not operate “mass re- 
lief.” Its aim is to help each child in- 
dividually by having him “adopted” by 
an American Foster Parent, who will 
contribute $15.00 a month towards his 





support, and write him once a month. 


The children who thus come under our 
care either live in colonies which we 
staff and operate, with their own fami- 
lies, or with European foster parents. 

We need more American foster par- 
ents. In Italy alone we now have 1,500 
children waiting for “adoption,” but 
even if you cannot be a foster parent, 
you can be of vital help if you will 
send SHOES. We look after children 
of all ages up to 18, so any size will 
do. New shoes and well mended worn 
shoes are acceptable. 

Please send us all you can. Send them 
to the Plan Merchandising Depot, 122 
East 34th Street, New York 16, N. Y. 

And if you want to be a Foster 
Parent, communicate with me at the 
Foster Parents’ Plan headquarters at 
55 West 42nd Street, New York 18. 


Boot and Shoe Recorder 





pre- 
Jivi- 
» 
ines 
how 


r is 
vith 
rom 
less 
ing 
er- 
hev 


hil- 
nal 


in- 
by 
will 
his 
ith. 
our 


mi- 
Ss. 
ar- 


but 
int, 
vill 
ren 
vill 
om 


ler 








oe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


St. Louis Waits for Stable Leather Prices 





Manufacturers Watch Market Closely but Postpone Calfskin Buying and 
Pricing of Fall Lines Pending Further Developments. 


St. Louis—Manufacturers here have 
not rushed into the market to buy calf- 
skins following the recent price plunge 
of this material nor have they jumped 
at the opportunity to purchase other 
materials which have softened to a les- 
ser degree. They are watching the 
market closely for indications of its 
stablilizing and are refraining from 
committing themselves with tanners un- 
til such time as the production of Fall 
lines will necessitate their stocking up 
on leathers. 

Meanwhile they are gambling on the 
market going lower which will enable 
them to gain a greater advantage on 
raw materials purchases and at the 
same time permit them to offer more 
sizable reductions in the wholesale price 
of next autumn’s lines. It should be 
made clear that no manufacturer has 
stated he will reduce Fall lines. 

Hypothetical prices of calfskin shoes 
for Fall delivery based on the level of 
the raw materials market during the 
latter half of February conceivably 
could be approximately 40 cents a pair 
lower wholesale than shoes made of 
this material in Spring lines though a 
spotcheck of both general line and spe- 
cialty manufacturers has not turned up 
a spokesman who would make a posi- 
tive statement to this effect. The reason 
no one would make such a statement is 
obvious. It would be pure guesswork. 

Producers say there are too many 
contradictory forces at work to do any 
predicting at this time. The price of 
labor has not receded and there is no 
concrete evidence that the raw ma- 
terials market will not bounce back. 
Moreover, industry spokesmen empha- 
sized, there are still many inflationary 
forces at work in our over-all economy 
such as the shortage of steel, automo- 
biles and houses and the threatened 
coal strike which may influence prices 
of all commodities. 

The words of James S. Legg, presi- 
dent of the St. Louis Shoe Manufac- 
turers Association, in his comment on 
the situation, summarize pretty well 
the opinion shared by a fairly repre- 
sentative portion of St. Louis manu- 
facturers. 

Mr. Legg said: “Until such time as 
the price of leather stabilizes it would 
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be difficult to determine what, if any 
effect the change in the price of 
leather will have on the price of shoes 
now, or in the immediate future.” 

J. J. Byrnes, sales and advertising 
manager of Johnasen Bros. Shoe Co., 
when asked to comment on the price 
outlook, said: 

“Indeed, some economists have de- 
clared that the general rise in prices 
has been halted, that the back of infla- 
tion has been broken. We hope that 
they are right. There is evidence to 
support this view. However, before be- 
coming positive on this point, we want 
to see some clearer indication as to the 
extent to which the price decline will 
broaden out.” 

As another industry spokesman said: 
“The question of prices of Fall lines 
can more easily be answered when the 
ripples of uncertainty splashed up by 
the original drop have subsided.” 

Though there is much doubt as to 
the price level of Fall lines, there is an 
opinion shared by most manufacturers 
that prices next Fall will be lower. 
Whatever develops there is a genuine 
hope for lower prices among producers 
here. Many of them speak of stronger 
price resistance and a need to get back 
into their former price brackets. 


Calf Leather Prices Fall 


Chicago — Like humpty dumpty, calf 
leather prices have taken a big fall. 
This was the last of the “high price 
holdouts” to hit the skids—and when 
it did, fell fast and far. Some selec- 
tions are now selling as much as 20 
cents less than they did late last month, 
and some grades even lower. The tops 
now on both men’s and women’s weights 
(calf leather) is about $1.10. How- 
ever, calf leather can be bought for as 
little as 95 cents for X grade. Anyway 
you put it together, many people in the 
trade feel that it means lower prices 
for shoes by Fall, especially when 
lower sole leather prices are fitted into 
the price picture. 

Shoe retailers and footwear manu- 
facturers are both rejoicing over the 
declines in leather prices, but tanners, 
while glad that raw stock cost reduc- 


(Turn to Page 127, Please) 


Price Decisions Expected 
At NESLA Show 


Boston, Mass.—“The New England 
shoe market week on April 5-8 will be 
the first Fall shoe show in the in- 
dustry, and the fact that it has been 
timed right is attested by the recent 
sharp declines in hide and leather 
prices which will require complete re- 
visions of price and style decisions for 





MYER SAXE 


Fall selling by shoe manufacturers,” it 
was stated by Myer Saxe, chairman of 
the New England Shoe and Leather 
Association’s show committee, and 
treasurer of the Kesslen Shoe Com- 
pany, Kennebunk, Maine. 

“Earlier Fall selling necessitates ear- 
lier Fall buying by retailers,” Mr. Saxe 
declared. “Rapid-changing hide and 
leather raw material markets, as well 
as shoe style trends in conformity with 
the New Look, require earlier formula- 
tion of pricing and style decisions fo: 
Fall merchandising programs than 
ever before. To meet these new con:i- 
tions, the New England Shoe Market 
Week will provide shoe buyers and 
manufacturers their first real oppor- 
tunity to meet at a trade event of na- 
tional importance to discuss these mar- 
ket developments and to decide on their 
Fall merchandising programs. 

“Drastic style changes in Fal] shoes 
will require new retail merchandising 
techniques. Early buying will enable re- 
tailers to test consumer acceptance of 
the pre-Fall models which will be shown 
first in Boston. Buyers will also be able 
to capitalize on increased sales volume 
during the late summer months by mer- 
chandising these new pre-Fall styles. 

(Turn to Page 101, Please) 
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Urges Caution in Appraising Price Trend 





W. W. Stephenson of National Shoe Manufacturers Association Points to 
Fact that Both Tanners and Shoemakers Have Been 
Absorbing Raw Materials Increases 


New York — Advising that everyone 
go slowly in attempting to appraise 
the effect on shoe prices of recent de- 
creases in leather and hide quotations, 
W. W. Stephenson, Executive Vice 
President of the National Shoe Manu- 
facturers, in a recent statement to 
“Boot and Shoe Recorder”, pointed out 
that “anyone who undertakes to ana- 
lyze commodity markets and shoe prices 
will be tempted to look at peak hide 
and skin prices which were reached in 
late November, compare these with 
prices today, and assume that the dif- 
ference can be reflected in shoe prices. 
It should be remembered that very lit- 
tle leather was bought and no shoes 
were sold based on these peak raw 
material prices. 

“Furthermore, the extent to which 
tanners and shoe manufacturers have 
absorbed raw materials increases is not 
generally understood. The Bureau of 
Labor Statistics wholesale price index 
in December for hides and skin was 
256.9; for leather, 216.2; and for shoes, 
190.7. This is a spread of 66.2 index 
points between raw materials and shoes, 
as compared with a spread of 27.9 index 
points in January, 1947, and a spread 
of 10.3 in favor of shoe manufacturers 
in January, 1946. 

“Much of the fluctuations in our raw 
materials markets, even including re- 
cent reductions, have been speculative 
and have not borne a true relation to 
consumer demand for shoes. Hides 
which are purchased on current con- 
tracts will not reach the public in the 

jform of finished shoes until ‘ate next 
fall. In the meantime there is the op- 
portunity for and likelihood of further 
wide fluctuations upward or down- 
ward. The supply of hides and the de- 
mand for leather have remained in close 
balance throughout the past year, and 
any change one way or the other in this 
balance could have a sharp effect on 
the market. If the meat shortage which 
has been predicted repeatedly by Gov- 
ernment authorities materializes, this 
will have the effect of curtailing raw 
materials supplies. It should not be for- 
gotten that branded steers in 1947 fluc- 
tuated from 18%c in April to 35c in 
late November. Current prices are sub- 
stantially above the low point of last 
year, even though they have declined 
from the November peak. 


Krupp & Tuffly Are 


Remodeling in Houston 

Houston, Texas—Krupp & Tuffly. 
Inc., now in its sixty-sixth year of shoe 
business here, has announced the com- 
pletion of the first phase of an exten- 
sive remodeling and expansion program 
which will cost approximately $250,000 
when completed June 30. 

The second floor of the store, first to 





undergo remodeling, has been converted 
into a women’s fashion center, featur- 
ing the new women’s ready-to-wear 
shop, the women’s finer shoe shop and 
a co-ordinated accessory shop. 

Arranged to allow women patrons to 
be outfitted with smart apparel, shoes 
and accessories at one time, the second 
floor has been elaborately decorated and 
lighting is arranged to cast the greatest 
intensity on the floor and fitting stools, 
to facilitate matching of colors and se- 
lections. Burgundy-colored fiber-glass 
in a tufted wall effect is high-lighted 
with shadow box displays in the wom- 
en’s shoe department. The carpeting, 
especially woven for Krupp & Tuffly, is 
turquoise blue and custom-made arm 
and armless chairs are of bleached 
maple covered with beige fabric. 

J. Harry Scoggins is buyer of 
women’s finer shoes on this floor; Ruth 
Hamblin Bremer is accessory buyer 
and A. Perlman is buyer of women’s 
ready-to-wear. 

A. F. Kuhleman, president and gen- 
eral manager of the firm, said the next 
departments to be completed will be 
the children’s shoe and accessory de- 
partments in the downstairs portion, 
which should be ready for formal open- 
ing by mid-February. 

The store was founded in 1882 by 
John Krupp and L. J. Tuffly. 


E. C. Orr States 
Retailers’ Problems 


Quebec, Canada—Higher prices for 
shoes, a decline in unit sales for retail- 
ers and unit production decline were 
forecast for the shoe industry, both in 
Canada and the United States. Ad- 
dressing a luncheon meeting of the 
Canadian Shoe Retailers’ Association 
convention at the Chateau Frontenac. 
last month, Edwin C. Orr, president of 
the Potter Shoe Company, Cincinnati, 
Ohio, retail firms and immediate past 
president of the National Shoe Retail- 
ers’ Association of America, stated: 
“The price the consumer is asked to pay 
for shoes is high—very high; the im- 
mediate outlook is that prices will be 
higher.” 

The unit sales of retailers were de- 
clining, he added, and consequently the 
unit production was declining. These 
were caused by conditions over which 
the industry itself had no control, for 
the cause originated at the very basis 
of the whole shoemaking process. He 
urged retailers to exercise the utmost 
care in selecting stocks of shoes to sell 
to the public. A firm determination to 
be well and properly stocked should be 
the basic consideration of every mer- 
chant at this time. 

He felt that most of the problems 
confronting the industry will work 
themselves out, but foresaw a period 
ahead of low sales, stiff competition and 
of inevitable business failures. The 
shoe retailer would really have to “fend 
for himself.” 

[Turn to Page 129, Please] 





Good Shoe Grouping Attracts Customers 





Windows more than ever before have become of great importance to both retailer 
and customer. Today, with competition keener than ever, it is a prime necessity that 
shoe windows draw attention and make it easy for the customer to pick the wanted style 
before entering the store. The reason for the attractiveness of this Edwin Clapp shoe 
store at Fifth avenue and Forty-second street, New York, is that the shoes shown have 
been correctly groomed and lasted and that the merchandise has been correctly grouped. 
This window was trimmed by Murray Olsher and Walter Potts. The store is managed 


by John F. Cronan. 
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Augusta Chosen for 
Southeastern Show 





Atlanta, Ga.—Members of the board 
of directors of the Southeastern Shoe 
Travelers, Inc., as well as members of 
that association’s Transportation and 
Hotel committees, met recently in this 
city and perfected plans for the next 
advance Fall showing of footwear 
styles. Augusta, Ga., was selected as 
the city. Lines will be on display there 
at the Sheraton Bon Air Hotel. The 
show will open May 2 and close May 5, 
and is expected to be the largest ever 
held in the South. 


Two important reports were heard at 
this meeting. The first, that of the 
Transportation committee of the Au- 
gusta Chamber of Commerce, detailed 
the progress made in assuring better 
transportation facilities both in and out | 
of the city for the hundreds of re-| 
tailers expected to attend. The report, 
submitted by Scott Nixon, the commit- | 
tee chairman, brought out the fact that | 
both railroads and airlines are doing all | 
in their power to eliminate bottlenecks | 
or delays in the several cities adjacent | 
to Augusta and the results of their ef- | 
forts will be embodied in a bulletin to be | 
published soon by the executive officers | 
of the travelers’ association. 


The second report, that of the Hotel, | 
Housing and Convention Bureau of the | 
City of Augusta made it clear that not | 
only will there be many more hotel 
rooms available for shoemen who attend 
this big affair but also that desirable 
rooms in private homes will be allotted 
to the overflow. All told there will be 
as many rooms available in Augusta as 
there would be in any other city in the 
state. E. M. Cousins, executive secre- 
tary of the travelers’ association, point- 








ed out that more than 250 public- | 


spirited citizens have offered to open up 
their homes to visitors during the show. 


“Already,” said Mr. Cousins recently, 
“and though the show is still far in the 
future,” we have received reservations 
requests from more than 400 dealers and 
more are arriving in every mail. He 
urged that other dealers write him as 
soon as possible specifying the number 
of sleeping rooms needed and address- 
ing their requests to him at the asso- 
ciation headquarters in the Hotel Tut- 
wiler, Birmingham, Ala. 


Indications now are, he said, that 
there will be a greater number of ex- 
hibitors than at any previous associa- 
tion show held in the South. He esti- 
mates that more than 300 outstanding 
shoe and accessory lines will be on dis- 
play. The association also plans to 
issue, at the time of this show, its second 
buyer’s guide, similar to the one issued 
at the show held last November—a pub- 
lication which attracted nation-wide at- 
tention. 
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Playshoes Sold Well 
During January 


Dallas, Texas — Michael Waterman, 
head of the shoe department of the new 
Mayfair Store in Dalias, says that 
Summer playshoes can be sold in Janu- 
ary if they are promoted properly. He 
knows, because he has tried it. When 
his department received a large ship- 
ment of Sisal wedge-heel, hemp san- 
dals, imported from Haiti early in 
January, he advertised them $4.95 a 
pair, placed them on display table in 
the very front of the department, and 
sold so many he had to re-order five 
times. The hemp sandals had that 
south-of-the-border look, with a bright 
red flower design on the ‘oe, all of 
which goes over with Texas shoe cus- 
tomers. 


“Wir. Waterman stated that black 
patent continues the most popular with 
his buying tradey, with red ranking sec- 
ond and Kelly gréen, third. Then comes 
cocoa and gray suede. 

The Mayfair shoe-man said although 
he regards Dallas as a style town, 
casual shoes are very much in demand. 
Texas women prefer low, wedge-heel, 
toeless shoes, he said. 


Certificate of Partnership 
Filed for Jade Bootery 


Buffalo, N. Y.—A certificate of part- 
nership has been filed in the Erie County 
clerk’s office for the Jade Bootery, 6 
West Chippewa St. Partners are Max 
Bell and Jennie Magil. 














Sizes: C width only, 4 to 9. 
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Hen Helps Store Window Win Prize 


MAJORETTE 
BOOTS 


IN STOCK 


Colt-Cromwell now 
has for immediate 
delivery Majorette 
Boots. This popular 
number, so much in 
demand by school 
drill teams and bands, is again available. 
#B6700 white elk, unlined, with white tassel, 
leather sole (stitchdown construction ). 


Price: $5.40 net F. O. B. Boston 


| 
(~ COLT-CROMWELLG 
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When the chicken in this window laid an egg, that settled it. The judges awarded it first 
prize in a contest among the Future Farmers of America held in Harrisburg, Pa. The 
window was loaned for the occasion by the Kinney Shoe Store. 


Harrisburg, Pa. — Cooperating with 
other merchants in the city of Harris- 
burg, the Kinney Shoe Company re- 
cently turned one of its display win- 
dows over to the Future Farmers of 
America for a display of one of their 
“agricultural projects.” The chapter in 
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Factoryville, Pa. (about 25 miles north- 
west of Scranton), was assigned the 
Kinney Shoe Store window and the 
boys’ display won first prize out of a to- 
tal of 17 windows. 

The entire downtown window project 
was an outgrowth of Kinney’s coopera- 











KEEP AHEAD in unit sales 
by ordering now for the big 
Easter and Mother's Day de- 





mand for EZ HR's. Pahdner, they shore jingle your 
cash register—make a perfect gift. Washable, 
walkable—for beach or boudoir. EZ-HR's sell on 
Made of Celanese Multicord. Individual 
peckage—just wrap it up. And no fitting problems. 
Small, medium or large for adults. 11, 12, | for 
Junior Miss. Colors: Pink, Copen blue, Rose dust, 
White, Aqua, Cherry and Maize. 


Cellophane Package....$18.00 doz. 
Pliofilm 
Durable Envelope 


IG LEY Indus tries 


308 West Josephine St. 
| San Antonio - Texas 


$19.50 doz. 








tion with the Potato 


Pennsylvania 
Growers during last year’s Farm Show, 
at which time they gave a window to 
the display of potatoes, and during the 
luncheon hour the Potato Blossom 
Queen personally appeared in the win- 
dow and gave away shopping bags to 
the inquisitive public. The “Farm 
Windows” have been praised by agri- 
cultural leaders as outstanding exam- 
ples of good agricultural public rela- 
tions. 


Sandler Ski Trophy 
Awarded to Norway 


Boston, Mass.—For the second time 
the Sandler Cup for the Eastern U. S. 
men’s downhill and slalom combined 
championship went to Norway. Max 
Mayer, head of the Sandler ski boot 
division, made the presentation to Fred 
Moller of Oslo, Norway. Moller and 
his two teammates walked away with 
all the honors at the recent meet in 
Adams, Massachusetts. 

Last year the Sandler Cup went to 
Ralph Townsend of the United States. 
If the Norwegians succeed in winning 
the cup next year the Sandler trophy 
will then become the property of the 
Norwegians for keeps. 

Sandler of Boston, who recently de- 
signed a special ski boot for the U. S. 
Olympic team, is one of the leading 
supporters of American skiing. 
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Frank Brothers Appoint 
New Publicity Director 


New York—Frank Brothers, retailers 
of men’s and women’s fine shoes for 
the past 82 years, today announced the 
appointment of Molly Appleby to the 


Here it is—our well-beloved, soft 
soled, ballet-type slipper that made 
such a hit with your 16-to-60 cus- 
tomers, you asked for a repeat per- 
formance in '48! And this year, as 
always, ““Ming’s” wonderful COMFY 
sole is an unbeatable selling plus. 





MOLLY APPLEBY 


THERE’S MONEY IN THE NEW 
SATIN 


KONG” 


Daniel Green’s Famous COMFY Slipper 
Makes Its Bow in Shimmering Satin 


Now in gorgeous satin—in black 
as well as pastel shades—you can 
once again count on the ““Ming”’ to 
be one of your fastest-selling Daniel 
Green styles. A full line of sizes over 
a new last—in A and C widths— 
to fit every one of your customers. 





position of Publicity Director. Miss 
Appleby was formerly associated with | 
Delman, Inc., in the same capacity. The 
new publicity office will operate from 
Frank Brothers new shop at 9 E. 57th 
Street. 


Price Peak Reached 
Says MASRA President 


Philadelphia, Pa.—“I have no fear 
that prices in shoes will go higher,” 
said John D. Dunn of Bentz & Dunn, 
Hagerstown, Md., the new president of 
the Middle Atlantic Shoe Retailers As- 
sociation, in a statement to “Boot and 
Shoe Recorder”. “I am _ satisfied to 
think that the peak in price levels has 
been reached and that other shoe retail- 
ers like myself can be happy in feeling 
a decrease in the tense situation caused 
by high prices in shoes which brought 
so much customer resistance.” 

Mr. Dunn spoke from his experience 
in the shoe business for the past thirty 
four years, although his store has actu- | 
ally been in business for seventy-five | 
years, during which it has catered to| 
the shoe needs of an average conserva- | 
tive medium size town trade. 

“A family that has to provide several 
pairs of feet with shoes must hesitate 
very much before making the expendi- 
ture required at today’s prices. Now we 
retailers can breathe more easily in 
knowing that lower prices are being 
brought about, and that there is hope 
of meeting the price levels needed to 
attain higher volume sales. 

“At this time, it is almost impossible 
to predict an outlook for the coming 
year as to what amount of shoes we will 
want to buy and the types. We must 
buy with caution and if we continue in 
this trend, it won’t be long before our 
stocks will be reduced and we will have 
no difficulty in knowing exactly what 
our replacements should be. 
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COMFY SLIPPERS... Fomous since 1882 





“As for styles and colors, speaking 
from the viewpoint of our conservative- 
minded shoe customers, we feel that 
red and green leather low-heeled shoes 
will be increasingly popular. Ankle 
straps and highly styled shoes have no 
place in our territory. We try at all 
times to foresee the shoe needs of our 
customers and not to pressure them 
with styles and types to which they are 
averse. 


“We are in business for our custom- 
ers, not just for ourselves, and believe 
that the high principled shoe store giv- 
ing the family this attention will con- 
tinue in business.” 


Price Decisions Expected 
At NESLA Show 


[Continued from Page 97] 
“Earlier Fall selling by shoe manu- 
facturers will, in turn, provide them 
with continuity of production sched- 
ules, which can mean the elimination 
this year of the between-season lull in 
their factories.” 


New Children’s Store Opened 


Jackson, Miss.-— A complete line of 
children’s shoes will be carried by York 
Children’s Shop, 164 East Capitol St., 
which held its grand opening recently. 
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THE G-FEATURE LINE THAT MEANS 
















Sled 


1. Combination last for comfort, fit; 2. All-kid line for 
wear, comfort, looks; 3. Lock-stitch construction for 
wear; 4. Long inside counters for support, comfort. 


Here's a trade-building line: 7 
arch-type styles in sizes 4 to 10, 
A to EEE, all in stock. Fit those 
comfort-seeking women fast and 
right; they'll be back for more. 
Made to retail from $5.50 to $6 
—a great line for the price-resist- 
ing market ahead. 
Send for catalog. 
Samples on re- 

quest. Write or 
m wire your needs to- 

» day. (Newspaper 

mats available on 

request, free.) 


@ Style 6007 
Black Kid 4-eyelet 
Gypsy Oxford, 14/8 heel 
with rubber top lift. 


MONROE BROTHERS & CO 


835 N. 19th ST., PHILADELPHIA 30, PA. 
ESTABLISHED 1817 


Ren aoe Fi 


All in stock for 
immediat2 delivery \as 
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Miller & Rhoads 
Richmond, Va. 


FEATURE 


Huskies 


the fastest selling ... 
most powerfully promoted 
casuc! choe line in America 


To retail at *4.95 
Styles for Men, Women and Boys. 











M Kcesrort. P-.—Because the war-born boom seems to 
have reached its peak and competition in retail stores there- 
fore may become keener in this small city, the prosperity of 
which depends largely on the prosperity of the steel industry, 
David Rubirstein has taken the first step toward meeting the 
challenge by completely remodeling and redecorating his shoe 
store at 308 Fifth Avenue. 

The photograph at the left is a general view of the women’s 
department with the accessories counter in the right back- 


ground and the children’s department complete with X-Ray 
machine, in the left background. The men’s department is 
shown at the right, above. 

Mr. Rubinstein, who opened this store in 1936, following 
an apprenticeship as salesman and store manager, says his 
policy is based on the belief that well-known branded lines 
have decided consumer appeal and that, since “the level of 
shoe retailing has risen in the past few years and the dis- 
tribution of quality footwear has widened, we must keep good 
shoes within the reach of the masses.” 


wa tH) 


- 2 @© * weep 


102 Boot and Shoe Recorder 











x 


ke 


“ag Bee 
SPA 








Record-Breaking Rubber 
Sales Reported 


New York — Unprecedented snow- 
falls combined with sub-normal tem- 
peratures in many areas of the country, 
commencing in late December and con- 
tinuing into February, resulted in rec- 
ord-breaking retail] sales of rubbers and 
overshoes in almost all sections of th° 
country east of the Rockies, accordins 
to The Rubber Manufacturers Associa- 
tion, Inc. 

Another nation-wide association rep- 
resenting more than 5000 retail shoe 
stores indicated that recent blizzard-in- 
spired purchases of rubber footwear 
ran better than 100 per cent above 
average for the close of December 
through January. This group also ad- 
vised that, while abnormal] weather re- 
sulted in a serious drop in shoe sales, 
increased volume in protective rubber 
footwear prevented any decline in over- 
all sales. 

Following New York’s record-smash- 
ing blizzard of Dec. 26-27, when 25.8 
inches of snow surpassed the 21.9 
inches that fell during the famous bliz- 
zard of March 22-24, 1888, leadiig de- 
partment stores reported several turn- 
overs of rubber-footwear inventory. 
Sales of several thousand pairs in two 
or three days were not uncommon. One 
metropolitan chain sold 65,000 pairs of 
overshoes in less than a week; and in 
one department store men’s rubber 
foot-wear sales for the first 20 days 
in January reached the astounding total 
of $117,000. Stocks of wholesalers were 
exhausted citywide, and manufacturers 
were revamping production schedules 
to replenish inventories. 

The weather was abnormally severe, 
in greater or less degree, everywhere 
except in Southern California. In the 
New York, Philadelphia, Boston, ani 
Syracuse areas, for example, tempera- 
tures averaged 22 degrees below last 
winter, while there was unusually 
heavy snowfall. Sub-freezing weather 
and blizzards were reported in the Gulf 
States. 

In some communities, notably New 
York City, when the record snow fall 
caused serious traffic jams, a tempo- 
rary embargo was placed on truck 
movement of ail non-essential items. 
However, trucks carrying rubbers and 
overshoes from factories or warehouses 
to retail outlets were permitted full op- 
eration by public officials who recog- 
nized that protective rubber footwear 
was essential to public health. 





Stores Supplied Shoes to 
Walkathoners 


New York—Three stores, the Moran 
Shoe Store in Worcester, Mass., 
Eugene’s Outdoor Store at Eugene, 
Ore., and Parker & Diemer, a Broadway 
shoe retailer, are proud to announce 
that they supplied Bates Original Shoes 
to the three recent walking champions. 

The first walkathoner is C. Weston 


March 1, 1948 





M ORE RUGCE, 2 
Than the Weather! 


_ Bad weather and poor business are usually synonymous. Increasing 
numbers of alert shoe retailers are turning tables on and capitalizin,. 
on adverse climates by featuring sturdy shoes equipped with rugged 


heel bases. 


If you would like to cash in on the weather make sure that your shoc 
is sturdy and equipped with a Leatherok* Brand heel base. Write and 
_ let us help you through your heel supplier. 


*Reg. U. S. PAT. OFF. 
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Russell of Worcester, a chemist by oc- 
cupation. Last Summer, Wes finished 
a piecemeal hike from Boston to Chi- 
cago—1406 miles! He did it in 260 
hours during 34 weekends because he 
didn’t have the time to do the full 
stretch continuously. First he took a 
train from Worcester, his home town, 
to Boston and walked back. Then, on 
successive jaunts, he picked up 
stretches farther and farther west un- 
til his last lap—from Miller, Ill, to 
Chicago. Russell’s been a weekend 
jaunter, a “ped,” for several years and 
he does a Worcester to New Hampshire 
solo walk as a weekend stint! 

Then, from across the continent we 


heard of Larry Hightower, a man who 
is pushing a wheelbarrow around the 
world! He’s wearing Bates Originals 
for this walking feat, supplied by 
Eugene’s Outdoor Store. Mr. High- 
tower started out on this one-man walk- 
ing expedition from Ellensburg, Wash. 
Just to go Meiropolitan on you, we've 
checked a third story about Claude 
Bradner who resides at the New York 
Athletic Club. Seems that Mr. Bradner 
hasn’t actually walked around the 
world like Mr. Hightower proposes to 
do .. . but he’s walked the round-the- 
world distance right here in Central 
Park, New York City! He’s pretty 
enthused about his walking prowess. 
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S GERDA Poshects Siar he Un’ 
“sand MOTHER'S Pocketbook Too! 


Werdakins 
<b 


Best woy we know to 
keep unit sales and dollar 
volume up is to keep 

*% prices down, ond you con't 
find a better woy to moke 
friends of mothers too. 
Gerda gives you a helping 
hand with these fine quol- 
ity, healthful, all leather 
sandals. Such good value 
thet we put our brand 
name on every pair. You'll 
sell them in volume the 
whole spring and summer 
ona. 

No. 568! 

All Elk Leath- 
er, Uniined 
Sandals, Retan 
teother Soles. 
Colors: Brown @ 
Red. White, * 
Green, Biue. 


Sizes: 5-8, $1.85 
8'/>-12, $1.85 
12'/o-3, $1.90 

Regular half sizes. 


Packed in attractive Gerda 
., boxes. Samples on Request. 


Also leather insole 
and leather lined 
Colors: Red, White, Brown 
Sizes: 8!/-12, $2.50 

124-3, $2.50 


“GERDA t FOOTWEAR CO, INC See 
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About Shoe People 





Mac Raven, formerly with Paradise 
Bootery of New York City, has taken 
over Betty’s Bootery, Ridgewood, Long 
Island, N. Y., handling women style 
shoes at $7.95. 

+. * 7 

Tom Gorn and I. Wolfson recently 
opened a family shoe store in Baldwin 
Park, Cal. The name of the store is 
the Baldwin Bootery. Mr. Wolfson was 
formerly with Wetherby-Kayser Shoe 
Company of Los Angeles, and Mr. Gorn 
was in retail shoe selling in Brooklyn, 
New York. 

7 * ” 

Harry W. Wooten is opening an ex- 
clusive French, Shriner & Urner Shoe 
Store at 12248 Ventura Blvd. in the 
Studio City section of Los Angeles, Cal. 
Mr. Wooten has been with the local 
Nettleton Store for the past 15 years, 
and prior to that, he was men’s shoe 
buyer for the Phelps Terkel Stores. 


* * * 


Gerard Fertitta was recently pre- 
sented a ten-year service pin by A. M. 
Quinn, manager of Baker’s shoe store 
in Shreveport, La. Mr. Fertitta has been 
an employee of the store since 1937. 
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Murray Maisel, formerly manager of 
the Mercury Boot Shop, has been named 
manager of the children’s shoe depart- 
ment in the Peter Pan, Inc., store in the 
Detroit suburb of Grosse Pointe. He 
succeeds Mark Routbard, who has tem- 
porarily left the shoe business. 


> * * 


Ward Conwell, formerly with the J. L. 
Hudson and Mehling Stores, has been 
named manager of the Mercury Boot 
Shop by Mrs. Harold T. Miskin, who was 
the widow of Jack E. Schultz, founder 
of the store. 

7 * * 

Harold Alber has been appointed as 
West Coast representative for the 
Wiggletce Shoe Co., Newark, N. J. 
manufacturers of juvenile footwear. Mr. 
Alber will maintain headquarters in Los 
Angeles. 


* * * 


Bob Austin, who represents the Hill 
Bros. Company, Hudson, Mass., has 
moved into new offices in Room 606 at 
the Haas Bldg., Los Angeles, Cal. Mr. 
Austin was previously located in the 
Hotel Hayward here. 


R. M. Jahn, formerly manager of the 
Bowman Bros. shoe store at Woodstock, 
Ill., has been named manager of the 
Rockford store. Bowman Bros., with 
headquarters in Monmouth, IIl., operate 
14 stores, of which two are in Iowa and 
the remainder in Illinois. 

” 7 * 

Edmund Zaremski has been named 
manager of the Thomas family shoe 
store at 201 South Main Street, Rock- 
ford, Ill. 

. * ” 

Lowell Price, formerly shoe salesman 
in the department, has been promoted to 
head of stock of Better Shoes at Gim- 
bels, Milwaukee, as of January, 1948. 

* = *~ 

John Terre, former salesman in the 
Better Shoes department, has been pro- 
moted to head of stock of Men’s and 
Children’s Shoes at Gimbels, Milwaukee. 

” * - 

Alvin La Pidus has taken over the 
lease of the shoe department at Gold- 
mann’s Department Store, Milwaukee. 
He will manage the place personally 
with a staff of three. 

7 > *~ 

Herbert Lape, Jr., executive of Julian 
& Kokenge Co., Columbus, O., shoe 
manufacturers, is chairman of the cam- 
paign to raise $125,000 for the yearly 
fund of the Columbus Philharmonic 
Orchestra. 

” * 7 

Ira Longini, president of the Longini 
Shoe Manufacturing Company, was 
married to Miss Evelyn Block, secretary 
of Emery Industries, Inc., recently. 
The couple honeymooned in Mexico and 
New Orleans. The bride, a native of San 
Francisco, has been a long-time resident 
of Cincinnati. 

+ * = 

Spence Schneideman, shoe depart- 
ment manager and buyer for the Jenny 
Company, 16 West Fourth Street, Cin- 
cinnati, Ohio, has joined the ladies’ shoe 
division of the Florsheim Shoe Corpora- 
tion, to contact retail trade for the Cor- 
poration. 

~ *~ x 

Jack Llewelyn, well known represent- 
ative of the Superior Shoe Company 
has been on an extensive trip through 
the West and Southwest. 

7 ~ * 

L. J. Westbrook, of Burt’s Shoes, was 
recently elected a member of the execu- 
tive committee of Chicago’s State Street 
Council for the year 1948. 

= * > 

A cruise to Bermuda and Havana in 
company with other store managers 
throughout the country is now being en- 
joyed by W. A. Mason, manager of Kin- 
ney’s Shoe Store at 226 Pine, Abilene, 
Texas. The trip is in recognition of out- 
standing sales and record of the local 
store, Mason said. 

. * * 

H. A. Roberts, of the Chisholm Shoe 
Co., Toledo, O., has been elected a mem- 
ber of the board of trustees of the 
Toledo Retail Members Assn. for 1948. 


(Turn to Page 113, Please) 
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New Manager for | 
Masters Shoe Co. FASTEST SELLING 


Rockford, I1.—R. K. Masters, presi- 
dent of the Masters Shoe Co., 114 South 
Main Street, has announced the ap- 
pointment of W. E. (“Jack”) Swain as 
general manager and buyer for his 
three stores. 

Mr. Swain has had 25 years experi- 
ence in shoe retailing with the excep- 
tion of two years in military service 


And Under Retail 


It's dress up time again for = 
pumps ond that meons orno- 
ments by DANIELS! Here’s a 
complete range of shoe clips for 
all types of shoes, with particu- 
lar emphasis on specialties de-“°=# 
signed expressly for "Tees Sy 


All Daniels ornepini one hh 
tractively gener 





W. E. SWAIN 


during World War II. He is acquiring 
a stock interest in the company, also. 
For the past 12 years he has been| 
manager of the Rockford store of the| 
Bowman Bros. chain. Masters Shoe Co. | 
local store, extending a city block in 
length, is reputed to be the largest shoe 
store in Illinois outside of Chicago. They 
have branch stores in Aurora and Wau- 
kegan, Ill. J. Paul Masters is secretary- 
treasurer. The company was organized 
in 1921 and opened the first store in| 
Rockford in that year. 








830 — Moonstones, 
Peorls. Multi-col- 
ered stones. Brown. 


Potter Shoe Co. Opens 
Gold or Silver metal. 


BUCKLES «+, DOLLAR | 
é DANIELS MFG. CO. 


AMERICA’S LARGEST DISTRIBUTORS OF SHOE ORNAMENTS 
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Tru-Fit Center for Children 


Cincinnati, O.— With the purpose | 
of scientifically exact fitting for grow- | 
ing feet, the Potter Shoe Company, 24 | 
East Fifth Street, Cincinnati, has | 
opened a Tru-Fit Center for children. | 
The new department has four fea- 


DANIELS MANUFACTURING COMPANY 


5403 — 18th AVENUE e 


BROOKLYN 14, NEW YORK 








tures. 

Most important to Edwin C. Orr, 
president of the company, is the num- 
ber one feature—a fitting record. This 
comprises a personal card for every 
child, with a record of every shoe pur- 
chased, its size, lot number, and pre- 
scription. 

Second, the Tru-Fit Center has a 
special platform for children to stand 
on while shoes are being fitted. This 
platform is high enough so the sales- 
man can make an accurate fitting. 
There are two men on the floor, experts 
in the fitting of children’s shoes. One 
is there at all times, for every pair of 
shoes that is sold must be checked by 
the manager or his assistant. 

Third, the X-ray is located at the 
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end of the fitting platform, so that 
after the fitting expert has checked by 
feeling the fit and seeing it, he can 
make the final X-ray analysis. 

The fourth new feature of the Tru- 
Fit Center is the use of small children’s 
seats beside, and raised higher than, 
the mothers’ chairs. Each smal] seat 
has a safety belt so the child need not 
be afraid of taking a tumble. 

The Potter Company offers free fit- 
ting advice, with no obligation what- 
soever to the customer. They check to 
make sure that old shoes fit, and make 
whatever recommendations seem neces- 
sary. 


Rex Shoe Co. Takes Over 
Plant Recently Closed 


Exeter, Pa——Rex Shoe Co. of New 
York will reopen the former Mercury 
Footwear, Inc., plant here, it was made 
known by the Greater Pittston Cham- 
ber of Commerce, owner of the factory 
building. The Mercury firm recently 
suspended operations because of finan- 
cial difficulties. It is expected that the 
Rex company will reemploy most of the 
1380 Mercury workers as part of a 
force of 500 persons which will be re- 
quired when the plant is in full opera- 
tion. 
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Pattern #330—c combination binding —soft, beautiful 
grosgrain-type ribbon combined with pliant, easy to handle cotton. 
Fottern #330 comes in standard colors and can be dyed to your 


specifications. When filling your binding needs—remembder Pattern #330. 





New Store Deals Exclusively In Orthopedic Shoes 





One of the features of the Scientific Shoe Service's modernized 
shop is that the store is divided into a series of booths which 
gives the teeling of private fitting rooms. There are large booths 
to accommodate several people and also one completely ex- 


Chicago, Ill. — The women’s touch in 
adding a bit of style and glamour to 
corrective and orthopedic footwear has 
helped build a successful specialized 
Chicago shoe business—the Scientific 
Shoe Service. The shop culminated 15 
years of service to the public and medi- 
cal profession with the opening of a 
new shop in the Pittsfield Building 
early in January. 

The striking new shop which handles 
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| For Sales Impelling... 
| POINT OF PURCHASE DISPLAY 


Write for 


TERRITORIES 
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»”" Dumb Clerk” does a mammoth 
job of selling at point of purchase. 
Holds shoes in attractive posi- 
tion, either on walls or extended 
from shelves. It’s a beauty! Inex- 
pensive, too! It will pay salesmen 
to write for territories and prices. 
Shoe dealers write for information. 


DumsB CLERK 


Cc. M. BYE, Mgr. 
OSSEO, WISCONSIN 





orthopedic shoes exclusively for men, 
women and children has been designed 
to meet its specialized needs by its own 
staff under the direction of Miss Esther 
Ackerson, owner and founder. Since 
each customer receives special fitting 
and corrective service on all shoes pur- 
chased, the shop is divided into a series 
of booths which give the feeling of pri- 
vate fitting rooms. The booths are 
made up of a series of spacious Duran 





cluded for those desiring complete privacy. The store handles 
orthopedic shoes exclusively for men, women and children. It 
was designed to meet its specialized needs by its own staff un- 
der the direction of Miss Esther Ackerson, owner and founder. 


plastic settees of French gray shielded 
by prima vera mahogany panels. The 
backs of the settees and side panels are 
54 in. high, giving the customer semi- 
privacy while seated, yet low enough to 
preserve the effect of comfortable 

roominess which pervades the store. 
Each booth has a large foot mirror 
hung by rosettes on the back panel of 
the next booth. A large mirror on the 
[Turn to Page 109, Please] 
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Michigan Shoe Travelers 
Elect Johns President 


Detroit — Curtis Johns of Grand 
Rapids, representative of the Grove 
Shoe Company, was elected president 
of the Michigan Shoe Travelers Club 
for 1948, succeeding George H. Lawson 
of the Ypsilanti who had held the office 
for the past two years. 

Other newly elected officers are: 
Vice president E. W. Jensen, Five-Star 
Footwear; secretary, Moe Cantor, Sim- 
plex Shoe Company; and treasurer, Al 
Apple, Portage Shoe Company. 

Charles Verberg of the Leverenz 
Shoe Company and I. C. Warshawsky 
of the U. S. Rubber Company were 
elected to the board of directors for 
three-year terms, while John Shelby of 
the Allied Shoe Company was appointed 
to the board to fill a vacancy. 

Key committee chairmanships went 
to: George H. Lawson, publicity; audit- 
ing, Bruce Dickman; Grand Rapids 
show, Carl E. Verberg; entertainment, 
Charles Klein; membership and month- 
ly show, E. W. Jensen; sick and flow- 
ers, Elbinger; and fair practice, Samuel 
S. Weiss. 

Installation was held at Nebiolo’s 
Inn in the south end suburb of Melvin- 
dale, with retiring President Lawson as 
toastmaster. Norman H. Souther, sec- 
retary of the Nationa] Shoe Travelers 
Association, gave a talk, acted as the 
installing officer, and presented a gold 
wrist watch, on behalf of the club, to 
Lawson, who left with his wife for a 
month’s vacation in Florida. 





Detroit’s January Shoe Show 
Drew Large Attendance 


Detroit — A record of 150 lines with 
over 100 individual salesmen display- 
ing at the January monthly shoe show 
here was said to be the biggest on rec- 
ord for a regular monthly show. An 
extra floor was taken in the Tuller 
Hotel, in addition to the regular two 
floors in the Hotel Statler, and a few 
exhibitors went to the more distant 
Hotel Book Cadillac. 

Attendance was good, especially from 
the middle part of the Lower Peninsula 
of Michigan. Some Ohio retailers also 
attended. Sales were fairly brisk, des- 
pite considerable holding back at this 
time on sales for distant delivery dates. 

Sports shoe in women’s lines were 
particularly good sellers, with red a 
leader, followed by greens. In children’s 
lines red again, and patents — both in 
strap models — were top sellers. More 
variety was shown in women’s foot- 
wear than in a long time, with travel- 
ers showing longer lines than usual. 

A similar condition was reported, on 
a smaller scale, in men’s lines, with a 
marked increase in variety of styles 
represented. 
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Just like Big Sister's Most Popular Shoe 

. Unlined Sandal Made of the Finest 
Supple Yet Sturdy Elk Leather on a Long- 
Wearing Panolene Sole ...at $2.25 Across 
the Board! 


BROWN RED 
810 68 813 68 

811 812 814 B12 
812 12%-3 815 1244-3 


WHITE 
816 68 

817 8-12 
818 124-3 








GIVES YOU THIS VARIETY 
FROM IN-STOCK — FOR IMMEDIATE DELIVERY 


IN SANDALS 


All Elk Leather, Unlined Sandals, Leather 
Soles and Leather Counter-Pocket on Triple- 
Sole Construction in Full and Half Sizes 
and in Both “C” and “D" Widths in Chil- 
dren's and Misses’ Runs. 


No. 1790 Brown 6-58 $2.10 
8%-12 2.2% 

No. 1791 White 12%-3 2.40 
6-8 2.10 


No. 1792 Red 


8%-12 2.25 
12%-3 2.40 








All Elk Leather, Unlined, Rubber Sole, in 
Full and Half Sizes at $1.75 Acress the 


BROWN RED 
1 68 4 68 
2 %-12 OS B12 
803 12-3 86 12%3 

WHITE 

OT 68 

8 HL 

8 12%%3 


FOR RING-THE-REGISTER VALUE 





New Store Has Peacock 
Shoe Section 


Kansas City, Mo.—Formal opening 
of Rothschild’s new store, which has a 
new peacock shoe section, ultra-modern 
in every respect, was held last month. 
This store is located on the Country 
Club Plaza, at 47th and Central. 

Rothschild’s, which has stood for 
quality for 93 years, completes another 
step in a progressive plan to bring 
quality and service, in a friendly and 
neighborly way, to people in all parts 
of greater Kansas City. 


Will Sell Infants’ and 
Children’s Shoes 


Cheyenne, Wyo. — Mr. and Mrs. T. 
S. McCleave, who formerly operated 
the Tynee Tot Shop at 2517 Bent Ave., 
have sold the Tynee Tot diaper service 
to Robert J. Laughlin, and have moved 
to larger downtown quarters at 112 W. 
18th St., where they will operate under 
the name of McCleave’s Infants’ & 
Children’s Wear. Lines have been 
greatly expanded, including complete 
lines of infants’ shoes, and shoes for 
children up to 12. 
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Mr. Manufacturer... 
DID YOU KNOW THAT 


ANCORBOND INSOLE BINDING 


Is the Solution to TIGHT TOES—TIGHT SHANKS—NON-SQUEAKY 
SHOES when used in Manufacturing Cement-Process Shoes? 


DID YOU KNOW DID YOU KNOW .. . | DID YOU KNOW 
It i used That ma f th h ; : : 
tarde ta ph Sota = aie an: eniilanente | aoe a ae 


y used this binding for several years. 
the United States and Canada? thus proving its worth? <o 





MAYNARD H. MOORE, JR., INC. STONEHAM 80, MASS. 

















Interested In Unusual 


WINDOW DISPLAYS? 


Ben Walters, Displayman, several times national 
display contest winner, until recently in charge | | 
of window display for Ansonia Shoes (past 12! | 
years). Now in business operating as Walters Dis- | | 
play, Inc. Visit our showroom and discuss your | | 
display problem with us. Can service and install 
displays anywhere within a 200 mile radius of 


N. Y. C. 


WALTERS DISPLAY, INC. 
315 East 85th St., N. Y. C. 





Regent 7-7060 













ANKLETTE 


SURREY’S 


in Pre-Welt Construction 


Leather Quarter Lining and 
Leather Innersole. 

No. 267 4-6 Patent $2.00 
No. 268 64-9 Patent $2.25 
No. 269 644-9 Red Elk $2.25 


In Full and Half Sizes 





B SURREY FOOTWEAR, INC. 
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with a reserve fund held back from 
the appropriation to permit going 
back into the market for re-orders 
on certain styles which might de- 
velop into volume sellers. But at the 
same time, he added, the various 
styles would have to be stocked in 
a range of sizes to accommodate all 
types of feet, else a department could 
not hold up its volume from a con- 
sumer who is becoming noticeably 
more selective. The opinion of this 
buyer, however, while shared by 
some other retailers, is not general. 


The head of the shoe departments 
in another leading department store 
here expressed just the opposite opin- 
ion concerning variety in styles for 
Spring selling. He stated retailers 
needed fewer styles but more sizes 
and emphasized a need for lower 
prices. On the latter point most buy- 
ers agree, with a fairly representa- 
tive group concurring in his two 
former opinions also. 

On the subject of color this same 


buyer looked to blue as probably top- 
ping the demand followed closely 
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(Continued from Page 88) 


by green, black suede and black 
patent with balenciaga suede also 
entering the picture. Closed toes and 
closed heels will be more important 
this Spring he said, with probably 
opera pumps being the number one 
style for St. Louis, followed by ank- 
lets and sling pumps. 


Black Suede Selling 
Best in New York 


NAVY blue was the main topic of 
conversation in high style women’s 
shoe departments in this city these 
past weeks. This color has been sell- 
ing in both calf and suede with prob- 


ably more demand for suede. 


This preference is attributed to the 
fact that women are looking for shoes 
with the same soft, more feminine 
look as their clothes. One large de- 
partment reports that their best sell- 
ing navy blue shoe in recent weeks 
has been their suede opera pump on 
two heel heights. In more conserva- 
tive, middle of the road stores, there 


has been less call for navy blue. One 
buyer for a group of stores in this 
category foresees women buying 
other colors to accent their navy blue 
costumes. He looks to cocoa and a 
range of colors, red, green and a 
variety of pastels, especially in com- 
binations, to be popular with navy 
costumes. Another buyer for a large 
chain selling lower price style shoes 
noted recently that navy blue began 
to sell usually only at the end of 
February. 

In all stores, black suede is con- 
tinuing to be a best seller. Black 
patent leather has been slow in start- 
ing. Usually this leather, so mer- 
chants find, starts to sell in January. 
Its lateness this year they attribute, 
in part, to the bad weather in the 
first two months of the new year. 
Red, green and some “Balenciaga” 
have been selling in snake, calf and 
kidskin. Gold as trimming on white 
suede resort shies for the South has 
been the new note in white shoes. 
Retailers are predicting its import- 

(Turn to Page 110, Please) 
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w ® Greatest L éx Accessory Siew in the South 


Again at the Famous 


SHERATON BON AIR HOTEL 


AUGUSTA, GEORGIA 


May 2-3-4-5 


The Southeastern Shoe Travelers, Inc, will present a display of more than 
300 OUTSTANDING SHOE AND ACCESSORY LINES in all price ranges 
for the convenience oo MERCHANTS AND SHOE DEALERS in the SOUTH- 
EAST. This Display will equal any other show of its kind in America. NINETY 
PER CENT of the lines will be shown by MANUFACTURERS’ represent- 
atives. WATCH FOR BUYERS’ GUIDE giving details and advertising lines 
on display. MAKE YOUR RESERVATIONS NOW through E. M. Cousins, 
Executive Secretary, 538 Tutwiler Hotel, Birmingham, Alabama. Ad cost in 
Guide and further detail on request. 


SOUTHEASTERN SHOE TRAVELERS 


INC. 











W. J. DeWitt Has Narrow 
Escape in Big Storm 


Auburn, N. Y.—W. J. DeWitt, presi- 
dent of the Shoe Form Company, found 
more thrills than deep sea fishing re- 
cently when he and his 52-foot cruiser, 
the “Oh-Oh,” ran into a northeast gale 
while on a fishing trip through the 





THE “OH-OH” 


Florida keys. On the return trip, the 
party ran into a storm of such severity 
that the Miami “Daily News” was 
prompted to carry such headlines as, 
“Two Missing Boats Found Near Here; 
Third Still Lost with Four Aboard.” 
“We rode it out and reduced speed 
all day Sunday,” Mr. DeWitt wrote his 
son, Frank J. DeWitt. “The ‘Oh-Oh’ 
climbed up waves that looked like 
mountains, stuck her nose up over the 
top, looked around, then slid over, 
bounced and rolled around a good bit 
like a skier doing the slalom on one 
big wave. At about 5 P.M. we reached 
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the Miami markers and decided we'd 
had enough for one day. Therefore, 
we pulled into Miami channel and fol- 
lowed the inland waterway to Fort 
Lauderdale, where we arrived after 
dark.” 


Store Deals Exclusively in 
Orthopedic Shoes 


(Continued from Page 106) 


rear wall reflects the length of the store 
and satisfies those customers who like 
full length views of themselves in their 
new shoes. In this arrangement a cus- 
tomer may walk about in his own booth 
or step out into the open part of the 
store easily if he so wishes. There is a 
large booth to accommodate several 
people, such as parents and several 
children (for the shop does a large 
children’s business), two smaller ones, 
and one completely excluded for those 
desiring complete privacy. 

Scientific Shoe Service was started 15 
years ago in the midst of the depression 
when the total assets were $75, some 
second-hand furniture and $50 worth 
of shoes on credit. The business has 
grown steadily so that there are now 
customers in 43 states and Canada. 

Corrective work on shoes is done only 
on the advice of a member of the medi- 
cal profession and includes all types of 
services specified by doctors to correct 





various foot ailments. This includes 
making up of split sizes and special 
pairs. Advertising is directed to the 
medical profession, since all work is 
done only by prescription. 

Although fit and proper correction 
come first, Miss Ackerson has not neg- 
lected the feminine angle. Recognizing 
that women want “pretty” shoes even 
though they must wear corrective ones, 
she has glamorized her patterns. This 
practice of having trimmed patterns 
available in colors in suedes and gabar- 
dines as well as regular leathers was 
discontinued during the war, but they 
are now becoming available again. It 
has been this one feature alone, Miss 
Ackerson believes, that has accounted 
for the many women who need only “a 
comfortable well fitting shoe” recom- 
mended to her by regular customers. 


New Store Front 


New London, Conn.— The Spencer 
Shoe Co. of Boston has awarded a con- 
tract for a new store front for the 
John Irving store at 88 State Street to 
the John Halpern Co. of New Haven. 

The present show window will be 
changed and a new ceiling added as 
well as minor additions and alterations 
to the interior, according to the plans 
of S. S. Eisenberg, New Haven archi- 
tect. 


109 








res 


\at FUR PRODUCT. 


’ 
SPECIALIZING IN FUR STRIPPING, LININGS AND CUFFS ly C 


French Rabbit, Fur Shearling and Electrified Lamb 


in all Colors for the Overshoe and Slipper Trade. 
. Wire . . or . . Phone for Quotations 


Write . . 
200 West 


Chickering 4-1898 


28th Street 


New York 1, N.Y. 
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ance on black suede this Spring. All- 
over gold casual shoes are expected to 
be strong again this coming Summer. 

The emphasis on slimmer looking 
vamps is becoming more marked and 
it is noted that it is popular among 
young girls. The V-cut throat line, 
accentuating this look, is also being 
seen more frequently in stores in all 
price brackets. Platform soles con- 
tinue in demand, as do wedge heels, 
especially in the flat, half or one- 
inch, heights. 

Children’s shoe departments report 
business slow. Mary Janes and ankle 
straps keep them going, according to 
one buyer. Rubbers and boots have 
been the source of business these past 
two months. 

» * * 


Retail Trade Slightly 
Off in Detroit 


GENERAL business level in retail 
stores here is averaging slightly un- 
der a year ago, with the familiar sea- 
sonal drop in most lines in progress. 


This seasonal factor is one that came 


(Continued from Page 108) 


back into the picture a year ago, 
after being largely missing during 
the war, and many retailers are not 
yet adjusted to the changed condi- 
tions, resulting in undue pessimism. 

An important trend toward neigh- 
borhood store selling is gleaned from 
typical reports of the past couple of 
months. This is evident in some turn- 
ing away of customers from central- 
ly-located stores — whether down- 
town or in selected regional shopping 
centers—toward smaller local stores. 
The drop has hardly been noticeable 
in the larger stores and specialty 
shops, but appears to be characteris- 
tic, according to reports from indi- 
vidual neighborhood store operators. 
Consumer price resistance has evi- 
dently been a principal motive in this 
field, despite the sound way major 
retailers here have generally held the 
line against increases. 

In shoe styles, the color note is 
strong in women’s lines again, in- 
dicating a brighter Spring season in 
several respects. Black still remains 
definitely the basic color selection, 








increased in price. 


substantial saving. 


2507 S. Howell Ave. 





Important Announcement! ! | 
Adrian X-Ray shoe fitting equipment has NOT been 


The “Special”, illustrated on the opposite page, offers 
more value than any other deluxe machine at a 


Mm. B. Adrian & Sons 


X-RAY COMPANY 


| 


Milwaukee 7, Wis. 
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with navy following, but a number 
of diversified tones are given unusual 
prominence by merchandise men 


Specialty leaders at R. H. Fyfe’s 
were typical this month—the new 
cocoa shade and balenciaga in the 
suede field, and red and green in calf. 
Two-tone combinations were gener- 
ally behind anticipations. 

Genera! business here has been hard 
hit by the cold weather, with layoffs 
in industrial plants running above 
200,000 as a result of the shortage 
of gas. Result was a sharp drop in 
spending early in February with 
much popular talk of an immediate 
depression, but the condition, unless 
it snowballs, appears local and tem- 
porary. 

Store inventories are generally 
fairly good, gradually building to- 
ward something like pre-war normal. 
Lowered sales have been a factor, but 
buying at the wholesale level has not 
tapered off much despite this condi- 
tion. 

* * ia 


New Haven Merchants 
Increase Ad Budgets 


NEW HAVEN’S shoe retailers have 
launched their Easter promotional 
campaigns, with budgets that are 
from 20 to 25 per cent heavier than 
those of a year ago, believing that 
earlier and heavier stimulation is go- 
ing to be needed to bring dollar 
aie up to last year’s figures. 
Bad weather wilted the carry-over 
of the January sales and clearances 
and unit volume for the first half of 
February is way off . . . 25 per cent 
being quickly quoted by many retail- 
ers as the variance from 1947 and 
(Turn to Page 117, Please) 
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Manufacturing and Markets 


[Continued from Page 82] 


Easter business is expected to be good enough to clear 
shelves for late pring and Summer shoes. Public interest 
s 


in new styles in 


sponsible for keeping the dollar volume up during the 
next month or six weeks. 


Boston 


Buyers who have visited the Boston wholesale market 
since the drop in hide prices have, with few exceptions, 
adopted what they themselves refer to as a “wait and see 
policy.” While none express much more than a hope that 
shoe prices will follow hide prices down in the near fu- 
ture, they prefer to postpone their buying for a short 
time in order to be on what they feel is the safe side. 
Some feel it is wiser to buy later from in-stock and pay 
the price asked at that time than to place make-up 
orders at this time. . 


The hope of a price drop, of course, is not the only 
reason for current buyer reluctance, since consumer pur- 
chases of shoes have been light during the closing days of 
the Winter in most parts of the country and retail in- 
ventories are a bit higher than merchants would like to 
have them. This factor had slowed up buying long be- 
fore the commodity slump. 


Even though the foregoing summary of buyer opinion 
may seem on the pessimistic side, manufacturers of 


women’s medium and volume grades report a fair degree | 


of activity and have not yet exhausted the backlog of 


orders with which they opened the manufacturing sea- | 
son. They are confident that, when the problem of price | 


has been solved, they will ship during 1948 a higher per- 
centage of the industry’s total than they did in 1947. 


Conditions in the industry make it certain, say trade 
leaders, that New England Shoe Market Week, which be- 
gins April 5 and is the first scheduled showing of Fall 
shoes, will attract a record number of buyers. Maxwell 
Field, manager of the show and executive vice-president 
of the New England Shoe and Leather Association, the 
show’s sponsoring organization, recently predicted that 
total attendance will reach 3,000. 


Higher Sales Reported 


Los Angeles, Calif. — Retail sales totaled more in 
December than in the same month last year, although 
by only a small margin, reports the research depart- 
ment of the Security-First National Bank of Los 
Angeles. The dollar volume of sales of department stores 
in the Los Angeles area, for example, was up only three 
per cent over a year ago—about the same margin as in 
November. 

If higher prices this year are taken into account, it 
is clear that unit sales were down from 1946 throughout 
the Christmas shopping season. This situation, of course. 
prevailed during most of 1947. Other types of retail 
outlets in general made more favorable sales comparisons 
with last year than did department stores. 
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as related to new trends in wearing | 
apparel and the availability of colors will be largely re- | 


neered and developed X-ray shoe 
fitting equipment. Thirty years ago he 
gave this great merchandise aid to the 
shoe retailers of America. Today, 

as always, machines designed by Adrian 
are the finest in X-ray shoe fitting 
Adrian will always be the 


equipment. 
leader since there is no substitute 
for experience! 


When you buy an 
Adrian you can be 
sure you're buying 
the best—so drop 
us a line and 
we'll be happy to 


send you our 


catalog. 
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IN-STOCK 
Exceptional Value in GENUINE SUEDE 


C-9570 Black Suede, Black Leather Collar and Wrapper 
C-9573 Red Suede, Red Leather Collar and Wrapper 
©-9574 Green Suede, Brown Leather Collar and Wrapper 
C-9575 Buff Tan Suede, Brown Leather Collar and Wrapper 
C-9579 Grey Suede, Blue Leather Collar and Wrapper 
$3.15 per pair — Sizes 4-9 
Wholesale Distributors 


ae. P VOLK & COMPAN Y Satine sma 











Mishawaka Celebrates 50th Anniversary 





Waterproot Footwear Style Show an Interesting Feature of Spring Sales 
Conference in Chicago 


Chicago, Ill.—The new look in water- 
proof footwear received extra emphasis 
by contrast when the Mishawaka Rub- 
ber & Woolen Mfg. Co. Mishawaka, 
Ind., observed the 50th anniversary of 
Ball-Band rubber footwear at its Spring 
Sales Conference at Edgewater Beach 
Hotel, Chicago, recently. Before intro- 
ducing the most extensive line of Ball- 
Band waterproof footwear since the 
war, Mrs. Shirley Tucker, midwest 
fashion editor, Harper’s Junior Bazaar, 
conducted a style show reviewing fash- 
ions in footwear from the turn of the 
century to the present. The develop- 
ment of waterproof footwear was traced 
by Mrs. Tucker from its origin as a 
strictly functional item to the present 


when special stress is placed on style 
as well as utility. 

For the first time since the war, all- 
white items are back in the Ball-Band 
line. Also more colors, more white trim, 
plus use of the Liqua-Tex process in 
making some style items are in evidence 
in the company’s 1948 line of water- 
proof footwear. 

The Golden Anniversary theme was 
carried throughout the meeting from 
the sales builder portfolios distributed 
to all salesmen down to the 50th Anni- 
versary key chains attached to each of 
the salesmen’s hotel keys. At the style 
show on the second day of the meeting, 
the “Tone Poets” barbershop quartet of 
South Bend, Ind., sang “Daisy,” and 





Fashions during 50 years since the turn of the century were reviewed in a style parade 

conducted by Mrs. Shirley Tucker, midwest fashion editor, Harper’s Junior Bazaar, at 

the Mishawaka Rubber & Woolen Mtg. Co. Spring Sales Conference held at the Edge- 
water Beach Hotel, Chicago, in January. 
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An attractive newcomer in the Ball-Band 

1948 line of waterproof footwear is the 

Lake Geneva Boot made by the special 

Liqua-Tex process which seals the shoe 

in liquid latex. Uppers are seamless and 
waterproof. 


other “gay nineties” numbers after 
making their entrance on tandem bikes. 

Special guests at the three-day con- 
ference were three veterans—Carl Fry, 
Ervin Keiser and Michael Daly—who 
helped to make the first ticket of Ball- 
Band rubber footwear 50 years ago. 

J. L. Duncan, manager of sales, who 
presided over the meeting, introduced 
G. W. Blair, president; G. D. Babcock, 
vice-president and director of sales; 
N. E. Withington, general manager of 
Dunham Brothers Co., Brattleboro, Vt.; 
and G. D. Mason, assistant manager of 
sales of Dunham Bros. Co. 

Following the three-day conference 
here, officials and sales representatives 
of the company went to Brattleboro 
Vt., for a two-day meeting with repre- 
sentatives of Dunham Brothers Co., ex- 
clusive distributors of Ball-Band foot- 
wear in New England and greater New 
York. 


New Pattern Co. Formed 


Cincinnati, O. — The Premier Pat- 
tern Company, manufacturers of shoe 
patterns is being incorporated under 
Ohio Law with 200 shares of $100 par 
value common stock. 

Incorporators are Arthur M. Linz, 
Martin W. Goertermoeller and Kathryn 
Linz. 
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Transparent Shade Company's 
Sensational New 


DISPLAY 
MIRACLE 





L—— he’s here—far greater Sun Protec- 
tion plus visibility than ever before offered! 
It's Infra-Chem —a discovery from 
the laboratories of Shade Co. thar 
invisibly chemicalizes acetate material, thus 
repelling virtually 4// harmful sun rays! 
_ Now you can say bye to need- 
pp hidden win- 
WS... tO sun-spoi its. Now you can 
safely display, the Infra-Chem way. Written 
Guarantee with every shade! 
CAUTION: Infra-Chem is our 
exclusive process, patented and 
secret. Don't be misled by imita- 
tions. No other sun shade can 
offer you Infra-Chem. 










RANSPARENT SHADE CO. 


LOS ANGELES, CALIFORNIA 
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FREE BOOKLET 


- 
- a 

















r a | 
| TRANSPARENT SHADE CO. ; 
| Dept. SC, Box 2135, ; 
} Terminal Annex, Los Angeles S, Calif. i 
' Send me immediately your illustrated | 
{ brochure and details on new Infra-Chem ! 
' “Sun Protection pius Visibility” i 

' 
Beer 
1 store nome. ' 
' ' 
1 street. city. stote i 
Lewcwwecnwwencnne cosencssod 
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About Shoe People 


(Continued From Page 104) 

Walter E. Brooslin recently opened a 
shoe salon at 537 Belmont Avenue, 
Springfield, Mass., featuring high 
grade lines of shoes for men, women, 
and children. Mr. Brooslin’s father, 
Meyer Brooslin, operated a shoe store 
in Springfield, for 40 years, until his 
death in 1934. 

Walter was in the armed forces three 
years, prior to which he was active in 
the shoe business in various stores, in- 
cluding his father’s. 

> 7 . 

Fred N. Wells, president of Wells & 

Frost, Inc., family shoe store at Lin- 


coln, Neb., has been named trustee of 
Lincoln’s All Souls Unitarian church. 


> > > 


Mrs. Ollivan Taylor, with Youthful | 


Shoes, 219 East William, Wichita, Kan- 


| sas, for the past five years, resigned 
| recently to attend Oklahoma A. and M. 
| college at Stillwater, Okla., with her 


| the shoe divisions in Terre Haute, Indi- | 
Alabama, | 





husband Deak Tayler. Both are work- 
ing for their master’s degree. 


After having been associated with | 


the W. T. Knott chain, as a buyer for 


ana, and at Montgomery, 
Mell D. Stapp has opened a very exclu- 
sive children’s shoe store in Pontiac, 
Michigan. 


> od ™ 


Morahan’s Shoe Salon 
Barre, Pa., has been opened by Miss 
Jo F. Georgick on the second floor of 
Morahan’s Style Shop here. Miss Georg- 
ick was associated with Pomeroy’s for 
21 years, most of that time as shoe 
buyer. 

7 7. . 


Berry and Leo Eizenstat have formed 
the Berle Shoe Company, of Atlanta, 
Ga., distributors of men’s, women’s and 
children’s dress, casual] and sport shoes. 
Twenty factories in the New England 
area are represented by the company, 
officials of the company say. The own- 
ers have 2 years’ service in the Army, 
and 15 years’ experience in the South- 
ern shoe industry. 


al * > 


Leonard Martig, for 22 years associ- 
ated with an Omaha shoe store, has 
opened the Leonard Martig Shoe Store 
at 4526 North Thirtieth Street, Omaha, 
Neb. 


Harry Auslander, who operates shoe 
stores in Asbury Park, Washington, 
D.C., and Harrisburg, has leased the 
store at 737 Lincoln road, Miami Beach, 
Fla., and will occupy it as a men’s shoe 
shop. The place will be operated on a 
year round basis and will be under the 
management of John Hamilton, for- 
merly manager of I. Miller & Son’s 
Philadelphia store. 


in Wilkes- | 


i 
} 


| 
| 








Want Your Own Store? 


More than 100 men, like yourself, 
are now profitably operating Health 
Spot Shoe Stores. They know shoes 
and how to fit them. These men are 
“in business” because they combined 
their specialized skill with the planned 
and proved Health Spot Sales and 
Fitting Program. 


You can own a Health Spot Shoe 
Store. You can provide a needed serv- 
ice for 7 out of 10 people, men, wom- 
en, and children, firmly establishing 
yourself in your own business. You 
will be backed by a nationally suc- 
cessful of operation, and the 
facilities of Three coordinated shoe 
factories. 


Your earnings will be more in pro- 
portion to your ability. And you will 
sell and fit a staple shoe, with a 
steady repeat at a fair profit . . . not 
subject to fad, fashion, or seasonal 
mark-downs. 


This is your opportunity to make 
your knowledge of feet and footwear 
pay off. Exclusive Franchises are now 
available in cities of 16,000 and up- 
ward .. . especially in New England, 
Eastern Pennsylvania, and New Jer- 
sey. There is a continuous need for 
Health Spot Shoes, an immediate nned 
for men who want to get out of the 
rut. 


*MEN WITH AMBITION: 


if you hove o store ond wont to grode up, 
or if you just hove o job ond wont your 
own store... Write— Today—for complete 
details about the nationolly successful 
Health Spot Soles and Fitting Plan. 
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“Princess” 
Sling pump platform in 
block or brown kid, in 
block patent leather. 16/8 
covered heel. Sizes 4'% to 
10. Width D, E & EEE. In 
stock. Deoler's Price $5.60 


Assure increased sales “Ghandi” 
with Margolin “stouts”, 
foot-slenderizing, high 
style shoes with plat- 
form soles ... a Mar- 
golin exclusive! Avail- 
able in attractive, foot- 
flattering perfect-fitting 
creations that are cer- 
tain to please the most 
fashion - conscious 
women. For “hard-to- 
fit” feet, choose the 
shoe of discriminating 
women — Margolin 
Plattorm Stouts. 


” 





Calitornia plattorm oxtord, 
open back and toe in black 
colt or potent leather. 16 8 
covered heel. Sizes 4’ to 
10. Width D, E. In stock. 

Deoler's Price $5.60 


California platform sling 
in block calf or pat- 


D, E. In stock. 
Deoler's Price $5.60 



























” 







227 WEST HURON STREET 
CHICAGO 10 | 





Féatures of this enlarged, remodeled and redecorated store of Paul’s Shoes, Inc., in 
Fort Worth are the island window mounted on the marble column in the front exterior, 
and the smaller shadow boxes set in the clear glass entrance. Traveling shoe representa- 
tives have told Manager W. B. Kennedy that this new 50-foot frontage at 606 Houston 
Street is the widest of any store dealing exclusively in women’s shoes. Only thing 
lacking is the awning, which is to be installed soon. 


Fort Worth, Texas — To signalize 
completion of its remodeled, redecorated 
and enlarged Fort Worth store, Paul’s 
Shoes, Inc. held open house last month, 
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and each lady shopper was presented 
with an orchid. 

The store now has 5,000 square feet 
of floor space, twice its former size. 


It has a 50-foot frontage at 606 Hous- 
ton Street. Facade is of Italian trav- 
ertine marble and doors are of hercu- 
lite. A large porcelain name sign forms 
a silhouette against the facade. 

Entrance is of the in-curved visual 
type, with individual picture frame 
windows, plus an island window on a 
marble column. Dawn gray carpeting 
covers the terrazzo floor, and at the 
rear, stock-room doors are covered with 
lavender leatherette. Fixtures are of 
mahogany, done in dusty rose, and the 
60 customer’s chairs are upholstered in 
pastels. Liberal use is made of 
shadow-boxes at the rear. In the com- 
plete and enlarged accessories depart- 
ment, customers being fitted for shoes 
may easily select bags without leaving 
their chairs. 

Paul’s, retailing women’s shoes, hose 
and accessories exclusively, operates 
seven stores and three leased depart- 
ments in Texas, Oklahoma, Tennessee, 
Missouri and Louisiana. Headquarters 
are at 1600 Elm Street, Dallas. 

W. B. Kennedy is manager of the 
Fort Worth store, which has been en- 
larged twice since it was opened 20 
years ago with 750 square feet of 
space. There are 25 employees. 


Coward Opens Store for 


Men in Brooklyn 


Brooklyn, N. Y.—The Coward Shoe, 
well-known family shoe store located at 
422 Fulton Street, Brooklyn, has opened 
a separate store for men by taking over 
the main floor of the neighboring build- 
ing at 444 Fulton Street, it has been an- 
nounced by Albert S. Aronson, vice- 
president and general manager of the 
Coward Shoe. 

The new quarters, occupying 1,190 
sq. ft. of selling space, will be known 
as the “Coward Men’s Store” and will 
feature the famous Coward Shoes for 
men in an exceptional range of sizes 
and widths. Coward’s Prepster shoe 
department for boys wil] be located in 
the rear of the men’s store. Since Feb- 
ruary 16, the former quarters have been 
devoted exclusively to women’s, chil- 
dren’s and girls’ shoes. The women’s 
department is on the main floor, with 
children’s and girls’ shoes in the base- 
ment. 

Management of both stores will con- 
tinue to be under the supervision of 
Nicholas Brandi, a native and resident 
of Brooklyn, who has been the manager 
of Coward Shoe for the past 14 years. 


Takes Over Shoe Department 


Zanesville, Wis.—T. B. Russell has 
recently purchased the shoe department 
in the J. M. Bostwick & Sons store here. 
Mr. Russell formerly managed the shoe 
department in Hill Bros., Fondulac 
store, until the building was destroyed 
by fire this past year. 
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Boot Shields Introduced 


Akron, O. — Boot shields which pre- 
vent leg chafing and hosiery discolora- 
tion are now being manufactured by an 
Akron company for the footwear acces- 
sories market. 

The shields have been consumer 
tested, especially in the teen-age and 
business girl groups with good results, 








Here’s how the Jastrom Boot Shield 
slips over the boot top. 


according to J. A. Miller, who is sales 
manager for Jastrom’s Boot Shield, 
493-497 Carroll St. 

The item is easy to attach. A small 
hole is punched on each side of the boot 
near the top. The shield fits over the 
boot top and the ends are snapped to- 
gether through the punched holes. 
Easily removed, the shield can be dry 
cleaned or laundered in luke-warm 
water and used again. 

Mr. Miller says hosiery discoloration, 
commonly called “leg ring,” usually 
comes from the rubbing action of the 
soiled boot top against the leg. The 
shield not only stops “leg ring,” but it 
prevents leg chafing when hosiery is 
not worn. In addition, snugness of the 
shield around the leg stops drafts, helps 
keep the feet warm, he says. 

The new product is being manufac- 
tured in three solid colors—brown, red 
and green, in five attractive plaids and 
in leopard cloth and ocelot patterns 
They are all wool with quilted rayon 
backing. 


Vogue Shoe Co. Issues 


Attractive Manual 

Los Angeles, Calif. — Vogue Shoe 
Co. has recently issued an attractive 
mat manual to all of its retail accounts, 
showing advertising materia] available 
for use in promoting Hollywood Skoot- 
ers. 

A consumer campaign which started 
in March with “Mademoiselle” will be 
continued throughout the year using 
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the right style and color 
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“Mademoiselle”, “Charm” and other 
fashion magazines. Dealer display 
cards, signs and blow-ups of their 
“Skooters Are Cuter” cartoons for win- 
dows, with special promotional mate- 
rial, will also. be available. 


The firm is planning a series of in- 
the-store reminder posters for sales- 
men, with pretty girl pictures, to be 
placed in stock rooms. The girls will 
look out at the salesmen with the re- 
minder “Skooters Are Cuter.” 

“Boot and Shoe Recorder” and other 
trade publications are to be included 
in the program, along with the fashion 
magazines mentioned. 


5 HEEL HEIGHTS 
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YOUR CHOICE. 

3 TYPES 
Regulor Ankle Form 
2. Streamline Ankie 

Form 
3. Low Ankle Form 
. 
Plain Toes 
2. Toe Peeps 
Open Top 
Closed Top 
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Carmo Shoe Mfg. Co. 
In New Offices 


St. Louis, Mo.—The Carmo Shoe Mfg. 
Company is moving its St. Louis offices 
from 1525 Washington Avenue to 2128 
Washington Avenue. 


In addition, the allied company, 
known as the Smart Handbag Com- 
pany, is moving its offices and plant 
to the 2128 Washington Avenue ad- 
dress. The trade is cordially invited to 
visit the new offices. 
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FOR SMART STYLING, FINE 
WORKMANSHIP, OUTSTANDING VALUES 


Happy Easter Windows 









No. 3004—Genuine Black Pat- 
ent Leather One-Strap, Oak 
Bend Sole. 

9% to 12, Medium Width 


12% to 3, Medium Width 
$2.60 


SMART BROWN KID ROMEO 


Leather Quarter Leather Insole, Heavy 
Leather Outsole, Brown Rubber Heel. 
No. 510—Men’s 
6 to 12 $2.75 
Available in Size 13 
AT NO EXTRA COST. 
24 Pairs to a Case, Net 10 
Days, F.O.B. Milwaukee, 
Wisc. 

















CRYSTAL 
PLAY-PALS 


No. 4004 — Genuine Black Patent 
Leather Ankle-strap, Oak Bend Sole. 
9% to 12, Medium Width $2.50 
12% to 3, Medium Width $2.60 
No. 400i—Same as No. 4004 in White 


Elk. 
No. 4002—Same as No. 4004 in Red Elk. 


3% pairs to a case; minimum, 18 pairs to a run. 
Net 10 days, F.O.B. Milwaukee, Wisconsin. 


785 N. WATER ST. 
MILWAUKEE 2, WISC. 


30c dz. 
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* with colorful new cards 
* with bright new price tickets 


WINDOW CARDS 


In Yellow & Fuchsia 
As illustrated 
8” x 14” 
five other texts 
to choose from 


$1.00 ea., 3 for $2.25 


Price Tickets 


In matching colors 
and other Spring 
designs 


$3.00 gr. 


102 prices in-stock 





CARD HOLDERS 
Natural wood finish 
$2.10 ea. 


WRITE TODAY for Spring circular 
and Sample Tickets 
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Merchants Urge More Careful Planning 


Group of Leading Retailers, Queried by St. Louis Shoe Manufacturers’ 
Association, Vote for Continued Emphasis on Style and Quality 
and Stepped-Up Merchandising as Best Insurance 


St. Louis—The best insurance against 
a drop below present sales levels is a 
continued emphasis on style, quality and 
stepped-up merchandising, 21 of the 
nation’s high-fashion retailers declared 
recently in a visit to St. Louis in an- 
swer to a query submitted by the St. 
Louis Shoe Manufacturers’ Association. 


The basis for this belief resulted from 
a sampling of opinion from such retail- 
ers as Joseph Goodman of Russeks, 
Detroit; Roy Price of Byck Brothers, 
Louisville; Henry Weiss, of Linder Coy, 
Cleveland; L. L. Berger’s, Buffalo; and 
the I. Miller Stores, Rochester. Most 
American women, these shoe men were 
convinced, have accepted the “New 
Look” and retailers, they maintained, 
who are willing to pay the price of 
hard work and ingenuity will have no 
sales problem during the Spring and 
Summer season. 

“Intelligent planning is the real key 
to the months ahead,” Mr. Goodman 
said, “and every phase of merchandis- 
ing, including advertising and other 
promotion, should be thought through 
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not after the shoes come in but before 
they’re bought. Every shoe must be 
selected with the merchandising plan in 
mind. If we do a real job of selection 
and promotion and tie the two together, 
we'll keep the shoes selling.” 


The Louisville store of Byck Brothers 
likewise has no turnover problem, ac- 
cording to Mr. Price, who is merchan- 
dising manager, so long as “we have 
what people want, when they want it. 
But we’ve got to work at it. Accurate 
selection and well-timed promotion is 
the key.” 


Of all the buyers who were ques- 
tioned, Mr. Weiss had the strongest 
advice. He said: “Forget price. Women 
are still interested in quality, fashion 
and fit. Give them this and the price 
question gets lost in the shuffle. 


The return to pre-war competition, 
the buyers agreed, means a heightened 
necessity for intensive salesmanship; it 
does not mean a movement over to 
lower-priced lines to do the job. Not 
only can retailers not afford to sacrifice 
style, quality and other promotable fea- 
tures that their store has become known 


for, it was believed, but such sacrifice 
is not necessary if pre-war attention is 
given to merchandising methods. 





Boston Boot and Shoe Club 
To Meet March 10 


Boston, Mass. — “The next regular 
dinner-meeting of the Boston Boot and 
Shoe Club will be held on March 10, at 
the Hotel Statler,” according to John E. 
Daniels, club president and head of the 
John E. Daniels Leather Co., Inc., 
Boston. 

Guest speaker will be Major General 
W. H. Middleswart, Assistant Quarter- 
master General in the Department of 
the Army at Washington. General Mid- 
dleswart is noted as a dynamic speaker, 
and his talk on military preparedness, 
with special emphasis on Army foot- 
wear problems, will prove of great in- 
terest to the hundreds of members in 
the Club. 





Plans Store Expansion 


Les Angeles, Calif—Building permit 
has been issued for construction of 
an addition to the store building of 
the Berland Shoe Company at 4735 
East Whittier Boulevard, East Los An- 
geles, Calif., to add a floor area of 2500 
square feet to the structure at a cost 
of $10,000. 
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others declaring that the figure is 
even higher. 

With better weather in prospect, 
the retailers are starting early to hit 
with Easter offerings and the lower 
and medium priced stores are push- 
ing red in lizards, calfs and alligator. 
Windows and newspapers are head- 
lining red in all shapes and ‘styles 
with the dressier styles predomina- 
ting. Other colors are getting some 
promotion with green second choice 
in the parade. 

The higher style stores are stick- 
ing with their favored blacks and 
are pushing blue harder than reds 
and greens. Pastel suedes are getting 
considerable window display and the 
ankle strap is receiving heaviest 
budgetary allotments. 

Retailers are looking forward to 
a very good Easter — if they get any 
break from the weather. The snow on 
the streets has begun to disappear 
and the shoe men feel that if galoshes 
and rubbers are not in style in mid- 
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March there will be a sales volume up 
to or even exceeding 1947. Price 
resistance has not been noticed and 
the drop off in sales in January and 
early February is attributed mostly 
to weather and the waiting for 
Spring and Easter lines. What shoes 
were sold so far this month have been 
mostly utility types, and retailers 
feel that the result is a large pent-up 
demand for classics and style shoes 
for Easter w: 

Men’s shoes still are selling very 
slowly and are off about the same as 
the reported difference in volume ih 
women’s stores. Weather, too, is held 
to blame for the lightness of de- 
mand, and shoe men feel that the 
men’s lines should get a heavy play 
this Easter—if weather works to help. 

Cordovans and dark brown heavy 
brogues are still the leaders in men’s 
shops. Men’s shoe retailers, however, 
are not planning any substantial in- 
creases in their 1948 Easter promo- 
tion budgets. 


Review of the Retail Trade 


Whatever plans the retailer has 
will be worked out solely with the 
aid of newspaper and in some sparse 
instances with radio. Printing costs 
and other factors have caused many 
to drop former direct mail pieces 
and pre-Easter announcements and 
there are no “trick” plans being 
worked this year. Brand names 
are receiving heavy notice as the 
competition for the consumer’s dol- 
lar gets keener, and retailers hope 
to garner results from national ad- 
vertising which their leading brands 
of shoes are undertaking in news- 
paper and magazines. 





New Merchandise Manager 

Toledo, O. — Sidney Dickler has 
been named divisional merchandise 
manager of ready-to-wear, under- 
wear, millinery, and shoes for the 
Lasalle & Koch Co., Toledo. Mr. 
Dickler formerly was associated with 
L. Bamberger & Co., Newark, N. J. 
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moc New MoneY- Makers! 


AERO-BOOT -& 2-“BOTINES” —> 
This is a fine quality boot—soft, lus- 
trous leather, welt construction lined 
with soft calf thruout, in the pop- 
ular ankle-high style. Sturdy on straps. Built-in arch, 
fastening device. Beautifully wall toe. Modified cow- 
finished. A good $20 shoe. 


to 11. Packed as or- 
dered. 





The true Mexican “Charro” 
Cowboy boot. Elastic gus- 
sets in sides, double pull- 


boy heel. High quality 
brown. Sizes 6 leather. Exceptionally com- 
fortable for reguiar wear. 
Tan only. Sizes: 6 to 11. 
Packed as ordered. 


SAMPLES ON REQUEST 


Terms: 5% cash with order. 2% 10 days. 
Net 30 days rated accounts. 





Rio GRANDE IMPORTING Co. 


BROWNSVILLE, TEXAS 


$950 


PAIR 


UN-RETOUCHED 











Wright Co. Gives Shoe Display to CCNY 





Dr. Robert A. Lowe, (left) director of the Evening and Extension Division of C.C.N.Y., 
is shown above receiving a pair of shoes trom Harold Burnett, (right) Eastern Rep- 
resentative of E. T. Wright & Co. Seymour Helfant (in the middle) who will instruct 
the course given at the college, views the exchange. 


New York—An especially prepared 
shoe display was presented to Dr. 
Robert A. Lowe, Director of the Evening 
and Extension Division, City College 
School of Business, New York, at the 
opening session of the new course in 
Shoes and Leather Accessories on 
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Wednesday evening, February 18. The 
presentation was made by Harold Bur- 
nett, Eastern Representative, E. T. 
Wright & Co., manufacturers of Arch 
Preserver shoes, which prepared the 
display especially for the City College 
course. 


The display, to be used in class room 
demonstrations, graphically depicts 
more than 50 separate units and proc- 
esses needed to convert raw leather into 
the finished shoe product. Stressing 
shoes and shoe construction, the course 
will also highlight gloves, handbags, 
leather furniture and luggage. 

Seymour Helfant, owner of the Del 
Frant Shoe Shop, is the instructor of the 
course which is given in cooperation 
with the National Shoe Retailers Asso- 
ciation, the National Shoe Manufac- 
turers Association, The Tanners’ Coun- 
cil of America, and the Glove Group. 

The course opens with an introduction 
and history of the leather industry. 
Continuing with the conversion of the 
skins of animals into leather, the char- 
acteristics and uses of the individual 
types will be indicated. The prepara- 
tion of the skins and hides for the tan- 
neries, the methods of shipments, and 
the pretanning of skins will be subjects 
for cluss room discussions. 

Pressed into service as guest lecturer 
to introduce the tanning processes is 
Irving Glass, Executive Vice-President, 
Tanners Council of America. Demon- 
strations explaining the advantages, 
characteristics and uses of vegetable, 
chrome, alum, oil or chamois and for- 
maldehyde tanning will be made. 

The essential theme of the Shoes and 
Leather Accessories course is to impress 
the dealer and his sales help with a 
more thorough knowledge of his product 
and thus give better service to the pub- 
lic. The finished processes and govern- 
mental rulings of the leather used will 
be explained. 

In order to assure the customer get- 
ting the correct shoe fit, the structure, 
care and proper methods of measuring 
feet will be featured. Shoe and shoe 
part construction of men’s, women’s and 
children’s shoes will be emphasized. 
Attention is drawn to the care of feet 
as part of the customer relations ser- 
vice. 

Miss Bessie McLain, Glove Editor, 
Fashion Accessories, will be the guest 
lecturer on construction methods, types, 
fitting and care of gloves. The different 
methods of dyeing and the standard 
rules for sizing and measuring gloves 
will be represented in the course. 


Boot and Shoe Recorder 





ef- octud as Tt) 


o ot te 


yee oS = oO. a | 


7 = © 








om 
icts 
roc- 
nto 
ing 
irse 
igs, 


Del 
the 
ion 


ac- 
un- 


ion 
ry. 
the 
ar- 
ual 
ra- 
un- 
nd 
cts 


rer 


nt, 
yn- 
es, 
le, 
or- 


nd 
SS 


ict 
ib- 
nN- 
ill 


t- 
ng 


oe 
ad 
et 


T- 


r, 
st 


nt 
rd 
ps 





Wohl Now Operating 
In Philadelphia Store 


Philadelphia, Pa. — Starting Feb- 
ruary 1, Wohl Shoe Company took over 
operation of the women’s and children’s 
shoe departments at Blauner’s, intro- 
ducing to Philadelphia four extensively 
nationally advertised lines of women’s 
shoes — Marquise Originals, Jacque- 
lines, Natural Poise Arch and Connies 
in styles for street, formal and casual 
wear — and featuring Young America 
and Tick Tock Shoes in the children’s 
department. 

Blauner’s shoe department is a spa- 
cious salon which accommodates over 
110 customers in its seating capacity. 
Located on the third floor, it has been 
completely remodeled and attractively 
moderniz in preparation for the 
change. 

The Blauner’s store is one of the 
pioneer retail establishments in Phila- 
delphia and is recognized as the lead- 
ing specialty shop in that city featur- 
ing women’s and children’s wear. It is 
anticipated that the shoe operation in 
this store will be one of Wohl Shoe 
Company’s largest volume operations. 

Simon Gansler, who has been ap- 
pointed manager of the Blauner’s shoe 
department, formerly managed the 
Wohl-operated women’s shoe depart- 
ment at L. S. Good & Company, Wheel- 
ing, West Virginia. 





R. P. Hoffmans to 
Sell Fortunet Line 


Nashville, Tenn. — Raymond P. Hoff- 
mans, well-known retail shoe man of 
Wichita, Kansas, has just been ap- 
pointed sales representative of the For- 
tunet Shoe Company (a division of 
General Shoe Corporation, headquar- 
ters Nashville), for Kansas, Nebraska 
and the central and western parts of 
Missouri, it has been announced by 
Fortunet Sales Manager Charles R. 
Guthrie. 

Mr. Hoffmans leaves Henry’s of Wi- 
chita, Kansas, a prominent retailer of 
men’s shoes and a good customer of 
both Jarman and Richland-Davidson 
lines, to join General Shoe. He is 37 
years old, married, the father of three 
children, and has spent most of his 
business life in the shoe field. 





Rogers to Represent 
Johansen in New York 


St. Louis — Harry G. Johansen, presi- 
dent of the Johansen Bros. Shoe Co., 
Inc., announces that the company has 
accepted the resignation, effective 
March ist of Larrie H. Sass, Sales 
Representative for Johansen in the 
New York area. Mr. Sass has been 
associated with Johansen since June, 
1934, and has established an enviable 
sales record for the company. 

Simultaneously, Mr. Johansen an- 
nounced the appointment of Leonard 
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These outstanding 
sandals are made 
from extra heavy, 
smooth leather, 
with the newunlined 
box toes, sheep 
counter pockets, 
leather insoles, and 
Panolene soles. 


APRIL DELIVERY 
Price $1.95, sizes 6 to 
3. Terms n/30 F.O.8. 





A volume seller in 
five colors — white, 
brown,red, blue and 
green. Carried in 
stock in D width 
from size 6 to 8, 
and in B and D 
widths from 8% to 3. 















E. Rogers to fill the vacancy, effective 
March ist. Mr. Rogers has been a 
sales representative for Johansen since 
March, 1932. During the past thirteen 
years, he has represented the company 
in Pennsylvania, New York State, Ohio, 
Maryland, West Virginia and Eastern 
Maryland. 


Ads Sell Public on Golf Shoes 
And Golf Tournaments 


Los Angeles, Cal. — In a double- 
barreled campaign to boost the sale of 
golf shoes and attendance at regional 
golf events, Harry J. Evans, West Coast 
representative of Field and Flint, 
Brockton, Mass., promoted the two 
themes in a series of newspaper adver- 
tisements that broke in West Coast 
cities during the big tournaments. 

Advertisements usually appeared on 
the front sport page of leading news- 
papers in the area where the tourna- 
ment was held, with the first announce- 
ment breaking the day before the event. 
When the winner was announced, a fol- 
low-up advertisement was run. Created 
by Martha’s Advertising, Los Angeles, 
the advertisement featured pictures of 
golf champions and illustrations of new 
styles in golf shoes, together with an 
announcement of the tournament and 
the dealers who carried the shoes. 

The first advertisement, which broke 


in the Los Angeles “Examiner” on Jan- 
uary 1, advised, “Attend the 22nd An- 
nual Los Angeles Open Golf Tourna- 
ment. January 2, 3, 4, 5. Riviera Coun- 
try Club. Sponsored and Conducted by 
the Los Angeles Junior Chamber of 
Commerce.” 

During the Bing Crosby Invitational 
Tournament at Del Monte, Calif., ad- 
vertisements were run in the Fresno, 
Bakersfield, and Monterey newspapers; 
the Richmond Open in Oakland and San 
Francisco newspapers, and the Phoenix 
and Tucson Open Golf Tournaments in 
leading newspapers in both Arizona 
cities. 

Surveying the results of this unique 
advertising campaign, Evans said, “It 
resulted in the best response to any ad- 
vertisement we have run on our shoes 
in many a day. It just clicked. It really 
sold shoes. What we are especially 
proud of is the many letters from or- 
ganizations such as Los Angeles Cham- 
ber of Commerce thanking us for our 
help in increasing interest and attend- 
ance at the golf events.” 





New Manager in Salem Unit 


Salem, Ill. — Leo B. Therice, sales- 
man in McCoy’s shoe store, Robinson, 
Ill., for several years, has been named 
manager of the McCoy’s unit in Salem, 
Ill. Mr. Therice succeeded Kenneth 
Brown who will manage the McCoy 
store in Centralia, III. 
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BOWLING OXFORDS 


No. 766 $9:85 


Women's sizes 3 to9 
No. 763 $4: 








Men's Sizes 6% to 12 


American Welt Construction. Leather_in- 
sole. Leather Counter Pocket. Leather Sock 
Lining, RUBBER CUSHION HEEL PAD. 
Felt Tongue Lining. NON-SLIP SOLE 
AND HEEL. Reinforced Tip On Pivot 
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Shoe. STEEL SHANK SUPPORT. NEW 
PRO PATTERN. New Form Fit Last 
VENTILATED EYELETS. 
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BARIS SELLS 


Quality Shees from Surplus 
Merchandise. Better for Less 
BARIS SHOE CO., Inc. 
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a ie i dl sili Al dia li i li il A tn tin in a ln is i ee al 


BALLERINA PUMPS 


~a_ooooeoeoeoeeeeoeoeoeoeoeeoverwo-eerevevrr-~ 








DANCE BALLERINA 








250 Cue 602 White Pump 
$1.80 $2.38 
32604 Bik. Norzon 2603 Bik. Fabric 
Suede Anklet Anklet 

#2605 Red 2604 Red 
Green 3605 White 
$1.80 $1.45 
#2503 Bik. Cape #1802 Green Cape 
Pump Pump 
#2504 Red 22600 Bik. Suede 
#2505 White 


$2.20 
S. J. MAISTROSKY, INC. 
Wholesale Distributors 
155 Lincoln St. Boston 11, Mass. 
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Method Adopted to Settle 
Trade Disputes 


New York—Paraliel adjustment ser- 
vices have been established by two 
major trade associations serving the 
volume shoe industry in order to pro- 
vide, on a voluntary basis, means for 
amicable adjustments of disputes be- 
tween buyer and seller. In announcing 
development of their respective ser- 
vices, Edward Atkins, Executive Sec- 
retary of the National Association of 
Shoe Chain Stores, and Maxwell! Field, 
Executive Vice-President of the New 
England Shoe & Leather Association, 
in a joint statement declared: 

“The actions of our two associations 
should insure the continuation of the 
remarkably fine relationships which 
have characterized business dealings 
between individual] members of the two 
groups. If these relationships continue 
as they have during recent years, the 
adjustment services of our two associa- 
tions will have very little to do.” 

The parallel adjustment service pro- 
vides that either party to a dispute 
may report to the association of which 
he is a member and that mediatien is 
then undertaken provided both parties 
agree. If mediation fails, or if arbitra- 
tion is preferred, the disputants may 
select arbitrators from panels of avail- 
able persons maintained by each asso- 
ciation. Either party may withdraw at 
any time prior to submitting the dispute 
to arbitration in writing. 

This service stems from joint meet- 
ings of the trade relations of each 
group. Jack M. Schiff of the Shoe Cor- 
poration of America, is chairman of 
the NASCS committee, with D. W. 
Herrmann of Miles Shoes, Inc., as vice 
chairman. Heading the NESLA com- 
mittee is Daniel J. Danahy, of the John 
Foote Shoe Co., Brockton, Mass. 





Steady Increases Predicted 
In Southwest 


Dallas, Texas — The potential sales 
to be gained in the shoe business in the 
great Southwest, was the theme at a 
regional conference of Southwestern 
shoe retailers held at the Hotel Baker. 
here, on February 15 and 16. The mect- 
ing was under the sponsorship of the 
I. Miller Shoe Company of Long Island 
City, N. Y., with Irving Grossman, 
manager-director of the company, serv- 
ing as chairman. 

With 75 shoe dealers from five South- 
western states in attendance, the con- 
ference was opened by a get-acquainted 
luncheon, followed by a clinic and 
forum, where problems common to the 
ndustry were discussed. 

The price situation was brought out 
for a thorough analysis, along with a 
discussion of such subjects as customer 
acceptance and the outlook for business 
conditions. Retailers, in the main, 
agreed that with prices holding steady, 
business ought to be better or at least 
as good as last year. 


Retailers were given a clear expla- 
nation of the I. Miller Company’s plan 
for distribution along with its sales 
plans for fashion thinking. Shoe men 
were advised to have the proper stock, 
proper advertising. and the proper ap- 
proach. 

Carrying out the general theme of 
the conference, the meeting had for its 
main speaker, Joseph Ross, director of 
merchandising operation of Neiman- 
Marcus. Mr. Ross spoke on “Business 
and the new Southwest,” showing how 
the agricultural, industrial, chemical 
and labor development of the area all 
contribute to the shoe business of the 
Southwest. 


Board of Trade 


Announces Show Plans 


New York — Members of the Shoe 
Manufacturers Board of Trade of New 
York will open their lines of early Fall 
shoes in sample rooms on the fifth floor 
of the Hotel McAlpin here on Sunday 
evening, April 18. The exhibits will 
remain open until Wednesday evening 
or Thursday of that week. Showing 
as a group for the first time since the 
war, the Board of Trade is planning 
this opening of lines as a pre-view of 
early Fall styles for June and July 
deliveries. On Tuesday afternoon, 
April 20, from five to seven o’clock, in 
the Winter Garden of the Hotel Mc- 
Alpin, the members of the Board of 
Trade will be hosts to their many 
friends in the industry, especially to 
the out-of-town merchants who will be 
visiting the New York shoe market at 
that time. 


Lit Bros. Buyers Transferred 


Philadelphia, Pa. — Three changes, 
affecting assistant buyers in Lit Broth- 
ers shoe and slipper departments has 
been announced by Max Robb, general 
merchandise manager. 

In the subway store of Lits, Irvin 
Matisow, assistant buyer of slippers 
and casual shoes, is being transferred 
to assistant buyer in women’s shoes. 
Mr. Matisow, who has been with Lits 
for about nine months, was a salesman 
for Florsheim Shoes, Philadelphia, and 
Kitty Kelly, Miami, Fla. He is being 
succeeded by Leonard Werner, assistant 
buyer of boudoir slippers (first floor), 
who began his merchandising career at 
the age of 15 as stock boy at Blauners, 
Philadelphia, where he became assist- 
ant buyer of shoes (women’s, men’s 
and children’s) at the age of 18. 

Replacing Werner will be Sidney A. 
Bush, who is assistant buyer of wom- 
en’s shoes. Bush, a resident of Camden, 
N. J., is a graduate of L. Bamberger’s 
Training School. Upon completion of 
the course he was assistant buyer of 
women’s slippers. He also is a graduate 
of the Wharton School of Finance and 
Commerce at the University of Penn- 
sylvania. 
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The latest revised edition of 

THE SHOE AND LEATHER 

LEXICON — the 4th — -is 
available again! 

This illustrated glossary of —_ 

and technical terms serves 

very useful purpose for it is filled 


with helpful information. It is a 
steady source for your daily ref- 


The Shoe and Leather Lexicon 
75¢ per copy, prepaid 
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U. S. Foot Appliance Corp. 


Formed by Nathans 
li. — Franz H. and Eric 
Nathan, both formerly associated with 
the Sun Shoe Manufacturing Co., of 
Chicago, have formed the U. 8S. Foot 
Appliances. First item available to the 
market will be the “Breeze” Perm- 
Aseptized Insole, a foam rubber product 
that slips inside any size shoe, Other 
items will be added as soon as primary 
distribution channels are set. 
In addition to their line of foot ap- 
pliances, the Nathan brothers will con- 





Franz H. Nathan (left) and 
his brother Eric 


tinue to import footwear from Mexico 
and Haiti, and to represent the Lasting 
Shoe Company, of Brooklyn, and the 
Lucy Ann Footwear Manufacturing 
Corporation, of New York, in the mid- 
dle West, 

Corporate papers of U. S. Foot Ap- 
pliance list Franz as president, and 
Eric Nathan as vice-president. Kuttner 
and Kuttner, Inc., has been appointed 
the National Advertising Agency. 





Air Flights Planned to 


National Shoe Fair 

New York—Elcano Tours, Inc., of 
220 Fifth Ave., this city, announce 
that they are prepared to furnish air 
transportation to Chicago for those 
planning to attend the National Shoe 
Fair, opening April 26, and wishing to 
make up private parties. TWA Con- 
stellations, carrying 56 passengers, and 
DC-4’s, carrying 44 passengers, will be 
made available. Elcano Tours are 
bonded agents for steamship companies 
and air lines, and act, also, as reserva- 
tion agents for hotels. The planned 
flights to Chicago can be arranged to 
originate both in New York and Boston. 





Altschul Re-establishes 


Stock Department 

Brooklyn — Approaching the half 
century mark in the manufacture of 
quality shoes, Julius Altschul, Inc., is 
now undergoing an expansion program 
that will expedite their production. 

With the acquisition of additional 
space and new equipment, Altschul can 
now offer prompt shipment from their 
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re-established in-stock department. Both 
Stephen and Jerome Altschul predict 
the biggest Easter business in years. 
They are stocking saddles; orthopedics 
in boots and oxfords; all white; brown 
dress oxfords plus the basic staples for 
tots to teens. 


New Store to Open Soon 

Moundridge, Kansas—Clarence Mor- 
lok recently purchased a building on 
Main Street here and will soon start 
a shoe shop after completely remodel- 
ind and redecorating the new site. 
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31 Hopkins Place + Baltimore 1, Md. 
" Honest - mode Since 1899"" 
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Obituaries 


John S. Zulick 


Orwigsburg, Pa.—John S. Zulick, re- 
tired head of J. S. Zulick & Co. here, 
which he founded 55 years ago, died 
here last month at his home following 
a protracted illness. He was 75. 

Mr. Zulick founded the shoe firm 
bearing his name in 1893. From a 
humble beginning with a small capital 
but with an abundance of ideas, the 
company under his leadership has in- 
creased from a starting operation that 
maintained 20 workers and a produc- 
tion of 100 pairs of shoes per day to 
its present point of employing about 
160 workers and producing a daily out- 
put of 1200 pairs. 

After being a shoe salesman through- 
out Eastern Pennsylvania for the 
Shoener & Co. shoe firm, Mr. Zulick 
took over the operation of the firm at 
the age of 20, when the proprietors 
closed the factory. 

In 1903 he made his first business 
expansion when he purchased the Foll- 
mer Shoe Company. He followed this 
in 1916 with the acquisition of the 
Orwigsburg Shoe Company and in 1920 
with the purchase of the F. C. Gerber 
Shoe Company. 

In addition to the Orwigsburg shoe 
factory, currently headed by his son. 
Arthur L. Zulick, the firm recently 
opened a branch in Kempton. 

Mr. Zulick is survived by his widow, 
one son, two brothers, two sisters, four 
granddaughters, and 17 nephews and 
nieces. 


William Yeffa 


San Francisco, Calif.— William Yeffa, 
owner of the Haight Bootery here, 
passed away recently. Mr. Yeffa, a vet- 
eran of 25 years in the shoe business, 
was previously with Kirby’s as man- 
ager. Surviving him is his widow, who 
is now operating the store. 


Charles K. Friedman 


Toledo, Ohio—Charles K. Friedman, 
74, Toledo, Ohio, attorney, and former 
director of the H. M. & R. Shoe Co., 
Toledo, died last month. He was 
prominent in civic affairs, and had 
served nine years as assistant city so- 
licitor of Toledo. 


J. Franklin Mommer 


Fort Wayne, Ind.—J. Franklin Mom- 
mer, 88, member of a pioneer family 
in Fort Wayne, Ind., died recently. He 
was formerly in the shoe retailing busi- 
ness with his father at 814 South Cal- 
houn Street, in downtown Fort Wayne, 
but for the last 25 years had been with 
Indiana Service Corp. 


Isadore Cordas 


Seattle, Wash.—Well known in the 
shoe business of Seattle, Isadore 
Cordas, 34, son of George Cordas, head- 
ing George Cordas & Sons, and in the 
shoe and clothing business with him as 
store manager at 601 Second Avenue, 
Seattle, died in Seattle, where he had 
lived all his life. 

He had been associated with his 
father, who formerly had been a shoe 
merchant in Georgetown, south end of 
Seattle, for the past 15 years. Besides 
his widow, Jennie, he leaves three sons, 
his parents, and three brothers. 


Henry D. Mallory 


Dallas, Tex. — Henry D. Mallory, 
41, accountant for the Graham-Burns 
Shoe Company here, died in a Dallas 
hospital recently after a long illness of 
several months. He was a native of 
Ferris, Tenn. 


Herman Feinberg 


Los Angeles, Calif—Herman Fein- 
berg, representative of the Milwaukee 
Shoe Co., Milwaukee, Wis., for many 
years, passed away recently at the 
Veterans’ Hospital, West Los Angeles, 
following an operation. Survivors in- 
clude his widow, son and daughter. 


Maurice Yaffee 


Pawtucket, R. 1—Maurice Yaffee, 55, 
manager of the shoe department at 
New York Lace Store, this city, died 
recently of a heart attack while attend- 
ing a wedding in Providence. He was 
born in Russia and had lived in this 
country for 50 years. Before joining 
the present company, he had far many 
years operated retail shoe stores in this 
city under his own name. He made his 
home in Brighton, Mass. He is sur- 
vived by his widow, a son and a daugh- 
ter. 


Robert C. O’Mahany 


Cincinnati, Ohio — Robert C. O’Ma- 
hany, 35, a salesman for the Newbold 
Bootery, Inc., Cincinnati retail shoe 
establishment, and his mother, Mrs. 
Minnie O’Mahany, Charleston, W. Va., 
died in a hospital at Lubbock, Texas, 
last month, of injuries suffered in an 
auto accident outside of the Texas city. 
W. W. Newbold, owner of the bootery 
said that O’Mahany had been employed 
by his firm before the war and that the 
salesman had seen World War II service 
in the European theater. O’Mahany re- 
turned to his job in civilian life about 
a year ago. 
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SENSATIONAL 


White Dry Shoe Cleaner 





Cost, $1.85 Dz. — $21.00 Gr. 
ORDER FROM YOUR JOBBER 
OR DIRECT FROM FACTORY 


sau CHEMICAL CO., Inc. 


Michigan Ave., Chicage, tl. 
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PRICE TICKETS bring sales! 


Many Colors—i09 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT’S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 
209 Se, STATE ST. CHICAGO 4 
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Horace L. Mayer 

Easton, Pa. — Horace L. Mayer, 79, 
shoe merchant here for 51 years, died 
last month in the Easton Hospital of 
a heart ailment. He had been in ill 
health for the past two years. Mr. 
Mayer founded the shoe store that bore 
his name in 1897, at 427 Northampton 
Street. 

He conducted the store at that loca- 
tion until 1932, when he moved the 
business to 10 North Third Street. He 
was born in Lithuania and came to the 
United States in 1888 and after sev- 
eral years at Paterson, N.J., opened his 
shoe business in Easton. 

Mr. Maver is survived by his widow, 
Dora; a son, Joseph, of Easton; three 
daughters, Lena Mayer, Mrs. Philip 
Bassewitz and Mrs. Lee Kend, all of 
New York; a brother, Jacob Mayer and 
two sisters. 


Thomas C. Ainsworth 

Toledo, O.—Thomas Clark Ains- 
worth, 75, who was associated with his 
uncle, the late W. W. Ainsworth, who 
formerly operated the Ainsworth Shoe 
Co., Toledo, wholesalers, died last 
month. He left Toledo in 1893 and 
managed telephone companies in Terre 
Haute, Ind., and Bloomington, Ind., re- 
turning to Toledo after retiring in 1935. 





Paul C. Sundell 

Red Oak, lowa—Paul C. Sundell, shoe 
store proprietor here, died of a heart 
attack last month. He was born in 
Omaha and came to Red Oak with his 
parents when he was nine months old. 
He operated the family shoe store 
founded by his father, and was a vet- 
eran of World War I. His widow and 
three children survive. 





John W. Hulme 

Birmingham, Ala.—John W. Hulme, 
formerly manager of Burt’s Shoe Store 
here, and who had recently been con- 
nected with Edison Brothers Stores, 
Inc., in Birmingham, died last month 


Chester M. Krouse 

Columbus Grove, Ohio — Chester M. 
Krouse, 81, who operated a shoe store 
in Columbus Grove, Ohio, for many 
years, died recently at the home of his 
son in Lima, Ohio, after a long illness. 
His widow, two sons, and a daughter 
survive. 


Charles J. Uftring 

Canton, Ohio— Charles J. Uftring, 
72, retired shoe merchant and life-long 
resident of Canton, Ohio, died recently. 
He was a shoe salesman and later a 
shoe store owner, having been in the 
shoe business for 50 years. His widow, 
Caroline, three daughters and two sons 
survive. 
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RIDING BOOTS 


@ English Type 

@ Calfskin Kip Uppers 

@ Leather Lined 

@ Goodyear Welt 

@ Leather Soles and Heels 

800 Ladies’ Brown $11.40 

801 Ladies’ Black $41.40 
Sizes 4-9 














900 Men's Brown $12.00 

91 Men's Black $12.00 
Sizes 6%4-12 

Terms: 2/10 N/3% 


SEND FOR OUR 
1948 CATALOG 


ARNOFF SHOE COMPANY 
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LADIES’ GOLF SHOES 





ALL BROWN ANTIQUE KIP-CALF 
Featuring: The “new" combination last— 
| Snug heel grip for firm fit—Water repel- 
|] lent leather soles—Full grain leather in 
soles—Leather quarter linings—Extra sole 
and heel lift—Socket set removable spikes 

SIZES SEND FOR 


“OUR 1948 
CAT. 





B width— to 9 a. 
C width—4 to 9 
Terms: 2/10 N/30 


| ARNOFF SHOE COMPANY 


Harry G. MacDonald 

Fort Wayne, Ind. — Harry G. Mac- 
Donald, Sr., 56, died recently in Fort 
Wayne. He was a former shoe buyer 
for Wolf & Dessauer Co., local depart- 
ment store and the App Shoe Store. 
He operated a shoe store in Flint, Mich., 
from 1944 to last October. His widow, 
Helen, two sons, and a daughter sur- 
vive. 
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. 580 No. 506 
The newest and fastest sel one 
side ornaments in the coun 
No, ao Silver or Gold 
60 per doz. 
No. 508—Swirl Center Ornament In Gold or 
Nickel Trimmed with Black, Brown, 
Red, Navy, Green Suede or Calf; 
also Black Patent. $3.60 per doz. 
Samples of other styles ss request 
Immediate Delivery Terms 2 % 10 days 


ACE. BOWS. INC. 
212 20th Street Brooklyn 32, N. Y. 
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BOUNCERS 
by 
ROCHESTER WELT SHOE, INC 


FLEXIBILITY—Moves with the foot. Al- 
lows freedom of movement. 


SCIENTIFICALLY WEDGED —To pre- 
vent pronation or inward tipping. 

CUSHIONED—For ease and comfort. 

STURDY—Double tip scuffer toe. 


MODERN DESIGN—Built in a modern 
last for fit. 





BOUNCERS are available in Beets, 0 
fords and Sandals in Sizes 314-9 % in 
the necessary widths. 

Four attractive colors—WHITE, BROWN, 
SMOKE and RED. 

BOUNCERS are approved and recom- 
mended by doctors. 


32 Exchange Street Rochester, N. Y. 

















Smash Prices in Break 
Indianapolis, Ind. — While the pub- 
lie was excitedly interested in the first 
prolonged break in the inflation spiral, 
Marott’s, 18 E. Washington Street, 
made a “Smash” hit with the men by 
featuring a “Smash Go The Prices,” 
promotion with $8.95 to $14.95 regular 
values going for only $4.95 and $7.95 
in men’s shoes. Marott’s bought the en- 
tire surplus stock from a nationally 
famous maker of fine men’s shoes and 
offered them at once to the public. 
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Dates to Remember 





Shoe Show, Associated Shoe Travel- 
ers’, Hotel Wisconsin, Milwaukee, 
Wisconsin. March 7, 8 and 9, 


Michigan Monthly Shoe Show, Mich- 
igan Shoe Travelers Club, Hotel 
Statler, Detroit, Mich. 

March 7, 8, 9, 

New England Shoe Market Week, 
New England Shoe & Leather As- 
sociation, Statler and Copley Plaza 
Hotels and Parker House, Boston, 
Mass. April 5, 6, 7, 8, 

Parker House Shoe Show, Boston 
Shoe Travelers’ Association, Parker 
House Boston, Mass. 

April 5, 6, 7, 8, 9, 

Shoe Marufacturer’s Fall Opening, 
The Hotel New Yorker, New York 
City. April 10, 11, 12, 13, 14, 15, 

Shoe Show, Tri-State Shoe Travelers, 
Hotel Statler, Buffalo, N. Y. 

April 18, 19, 


Advance Fall Openings, Guild of 
Better Shoe Manufacturers, in 
Members’ Showrooms, New York 
City. Week of April 19, 


Shoe Manufacturers Board of Trade, 
showing, Hotel McAlpin, New 
York City. April 19, 20, 21, 22, 23, 


National Shoe Fair, Morrison and 
Stevens Hotels, Chicago, III. 

April 26, 27, 28, 29, 

Fall Shoe Show, Central States Shoe 

Travelers, Muehlebach and Phil- 
lips Hotels, Kansas City, Mo. 

May 1, 2, 3, 4, 

Semi-Annual Shoe Show, North- 

western National Shoe Travelers’ 

Association, St. Paul Hotel, St. 

Paul, Minn. May 1, 2, 3, 4, 


Ak-Sar-Ben Mac Inc. at Paxton 
Hotel, Omaha, Nebraska. 
May 1, 2, 3, 4, 


Fall Shoe Show, Mid-Continent Shoe 
Travelers’ Association, Biltmore 
Hotei, Okiahoma City, Okla. 

May 2, 3, 4, 

Fall Shoe Show, Southeastern Shoe 
Travelers, Hotel Sheraton, Aug- 
usta, Ga. May 2, 3, 4, 5, 


Fall Shoe Show, Pennsylvania Shoe 
Travelers’ Association, William 
Penn Hotel, Pittsburgh, Pa. 

May 8, 9, 10, 11, 


Fall Shoe Show, Indiana Shoe Trav- 
elers’ Association, Severin Hotel, 
Indianapolis, Ind. May 9, 10, 11, 


Fall Shoe Show, Southwestern Shoe 
Travelers’ Association, Adolphus, 
Bake and Southland Hotels, Dal- 
las, Texas. May 10, 11, 12, 13, 


Fall Showing, The Ohio Shoe Trav- 
elers’ Club, Hotels Gibson and 
Netherland Plaza, Cincinnati, O. 

May 16, 17, 18, 19, 


Michigan Annual Summer Shoe Fair, 
Michigan Shoe Travelers’ Club, 
Hotels Pantlind and Morton, De- 
troit, Mich. May 16, 17, 18, 19, 


Fall Shoe Show, Midwestern Na- 
tional Shoe Travelers’ Association, 
Paxton Hotel, Omaha, Nebraska. 

May 15, 16, 17, 18, 


Second International Store Modern- 
ization Show, Grand Central Pal- 
ace, New York City. 

July 6, 7, 8, 9, 10, 
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SCOOP 


Chocolate Brown Smooth 
Leather Camp Moccasins 







In Stock for 
Immediate 
Delivery 

No. 610 Women’s Sizes 4-8, 4-9, 5-9 $1.35 
No. 605 ~ael Sizes 1-6, 2-6, 3-6, 4-6 $41.35 


No. 506 M 
” Sines 6-10, 6-11, 7-11, 7-12, 8-12 $1.45 


S. J. MAISTROSKY, INC. 


Wholesale Distributors 
155 Lincoln St. Boston 11, Mass. 

















Annual Red Cross Drive 
To Raise $75,000,000 


+ 


New York—Twelve months a year, 
the Red Cross offers. One month each 
year—in March—the Red Cross asks. 

The annual budget for 1948 has been 
announced. The amount required is 
$97,000,000. Only $75,000,000 of this, 
however, is needed in new subscriptions 
because the general response of the 
war-time Red Cross drives permits an 
allocation of $22,000,000 from oversub- 
scriptions at that time. In Greater New 
York, the 1948 Fund quota is $6,036,000. 

There are many who, when they read 
or learn of human disaster, instinctively 
ask: “What can I do to help the strick- 
en?” 

Those who contribute to the Red 
Cross 1948 Fund will have their own 
comforting answer this year whenever 
disaster or other desperate need occurs. 
What they can do, they already will be 
doing in effect, by placing well- 
equipped Red Cross workers at the side 
of the stricken, extending all possible 
help to those in need. 

Gifts to the Red Cross should be made 
through local chapters or, in New York, 
to the Red Cross 1948 Fund Headquar- 
ters, 130 West 42nd Street, New York 
18, N. Y. 
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News of the Slesmitt and Suyoleers 


Goodyear Company Makes 
Two Personnel Changes 


Akron, Ohio—Personnel changes in- 
volving two members of Goodyear Tire 
& Rubber Company’s shoe products di- 
vision have been announced. 

Orrville S. Pickering assumed new 
duties Feb. 1 as shoe products repre- 
sentative in Los Angeles, where he will 
be in charge of all shoe products busi- 





A. J. CAMPBELL 


ness on the West Coast. He replaces 
E. S. (Swede) Lower, recently de- 
ceased. 

In his new capacity, Pickering will 
also be responsible for the activities of 
all the company’s shoe products promo- 
tional representatives in the territory, 
which in addition to the West Coast 
states, includes Nevada, Arizona and 
New Mexico. 

Formerly shoe products promotional 
representative in the Chicago territory, 
Pickering was stationed in Milwaukee 
and called upon the shoe repair trade 
in that area, besides serving as first 
assistant to H. J. Thompson, Chicago 
jobber representative. 

Native of Oelwein, Iowa, Pickering 
was graduated from the University of 
Iowa with a degree in business admin- 
istration and was recognized as an out- 
standing athlete while in college. He 
started with Goodyear in shoe products 
in 1945. He is married and has one 
child. 

Coincident with Pickering’s appoint- 
ment is the naming of A. J. Campbell 
as jobber representative for shoe prod- 
uets in the company’s Southeastern 
territory, consisting of Virginia, the 
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Carolinas, Georgia, Alabama and Flor- 
ida, with headquarters in Atlanta. 
Campbell replaces T. E. Smith, who has 
resigned. 





0. S. PICKERING 


Born in Texas, Campbell ~ attended 
Texas Tech College where he was 
graduated with a business administra- 
tion degree. Joining Goodyear in 1940 
as junior shoe products salesman, he 
later became shoe repair materials 
representative before entering the 


company he was appointed field repre- 
sentative in tire sales, continuing in 
that position unti] named to his pres- 
ent post. 


Bellwood Shoe Company 
Expands Sales Force 


Nashville, Tenn. — It was announced 
recently by John P. Gifford, Bellwood 
Division manager, a division of Gen- 
eral Shoe Corporation, Nashville, that 
three new sales territories are being 
opened. This action is in line with the 
plans of General Shoe Corporation to 
sponsor the continued growth and ac- 
ceptance of the nationally advertised 
line of Valentine shoes featuring career 
and street styles to retail from $8.95 to 
$10.95. 


Preston Ballard has been chosen to 
carry Valentines in Mississippi, Louisi- 
ana, Arkansas and West Tennessee; 
Ralph L. Taylor in Ohio, Indiana and 
Michigan; and Joe A. Morgan in Texas 
and Oklahoma. These men have all had 
considerable success in selling and mer- 
chandising and have in addition the 
added advantage of a solid retail back- 
ground. They will begin covering their 
territories immediately with the late 


armed forces. Upon his return to theSpring and Summer line of Valentines. 





Paul Jones Honored by Last Manufacturers 





New York.—Paul Jones, last manufacturer for the past 50 years and a charter member 
of the Last Manufacturers Association, was presented a scroll, lauding his long and 
successful service to the industry, upon his retirement as president of the Last Manu- 
facturers Association, at the annual dinner of the organization at the Harvard Club here 
on January 28th. Mr. Jones is associated with Jones & Vining. Left to right, in photo, 
are: Roy Carter, of Wood Products Research Development; Emile Robinson, of Belcher 
Last Company; Paul S. Jones, retiring president; Howard Vining, of Jones & Vining: 
Harold Quimby, secretary of National Shoe Manufacturers Association; and Julius G. 
Schnitzer, speaker at the dinner and chief of the Textile and Leather division of the 


Department of 
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Sundial Expands Sales Organization 





Pictured are four of the new members of Sundial Shoe Company’s expanding sales 

organization, all veterans of World War II. Reading from left to right: S. J. Purcell, 

West Virginia; F. L. Loeb, Ohio; Robert Heydt, Michigan; and O. L. Busby who covers 
parts of Georgia and South Carolina. 


Manchester, N. H. — Sundial Shoe 
Company of Manchester, makers of the 
“One Name” line of shoes for all the 
family and a division of International 
Shoe Company, announces the appoint- 
ment of 11 new sales department rep- 
resentatives as a part of its continuing 
sales expansion program. 

Covering West Virginia will be S. J. 
Purcell, who is well known to this area 
and who has also previously traveled in 
Alabama. 

Making his headquarters in Cleve- 
land and serving a large portion of 
Ohio is F, L. Loeb, who formerly sold 
a general line of shoes in this same ter- 
ritory and in western Pennsylvania. 
Mr. Loeb has also had extensive prac- 
tical merchandising experience as a 
shoe retailer. 

A Detroit resident, Robert Heydt, an- 
other former shoe retailer who has had 
retail experience both in New York and 
Detroit, will handle Michigan except 
for Detroit and Wayne County which 
will continue to be handled by H. E. 
Elbinger. 


Covering parts of Georgia and South 
Carolina, under the new plan, is O. L. 
Busby of Elberton, Ga., who has had 
extensive experience selling a general 
line. 

In addition to these four new men, 
Sundial has also appointed H. W. Ros- 
borough of Altoona, Pa., to travel West- 
ern Pennsylvania; F. R. Mullin, a grad- 
vate of the Foreign Service School, 
Washington, D. C., to export sales; A. 
B. Willard of Hammondsport, N. Y., 
who travels the southern New York 
State tier; R. G. Hamlin, Washington, 
D. C., covering Washington and parts 
of Maryland and Virginia; and S. L. 
Levy, Mount Vernon, N. Y., who is well 
known to the trade in Connecticut and 
New York State, to service Westchester 
County for Sundial. 

In the South, a veteran Florida 
salesman, G. Roy Gleason of Miami has 
joined Sundial, while in Alabama the 
new Sundial set-up finds Grady B. Proc- 
tor of Enterprise, Ala., who has a large 
following by virtue of his many years’ 
selling experience in that State. 





Colonial Tanning Officers 
Honored with Trophy 


Boston, Mass.— The three Kaplan 
brothers of the Colonial Tanning Com- 
pany, of Boston, are proudly displaying 
a most unusual trophy. It’s not the 
least unusual when employers award 
an employee a suitably inscribed me- 
mento for meritorious service, but when 
employers receive one from an em- 
ployee, it’s really news. 

A few weeks ago the following tele- 
gram was received at the office of the 
Colonial Tanning Company, Boston, ad- 
dressed to Joe, Archie and Kivie 
Kaplan: 

“Congratulations, you have just com- 
pleted seven years of getting along 
with me. The employer usually rewards 
the employee but I wish to reverse this 
procedure. As a token of my esteem 
and personal appreciation I am pre- 
senting you with a silver trophy.” 

(signed) Gus Sokol 
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Mr. Sokol, a vice-president of Colonial 
Tanning Company, and manager of the 
Milwaukee Division, has had his silver 





trophy engraved with this legend: 

“To Joe, Archie and Kivie Kaplan. 
Coaching Staff—Colonial Team, from 
Gus Sokol, a player, proud to work with 
men of honor and integrity, who have 
called winning plays for twenty-four 
years.” 


Ben Tand Joins 
Rough Rider Division 

Baltimore, Md. — Ben Tand has 
joined the sales organization of the 
Rough Rider Division of the Cannon 
Shoe Company here. His sales terri- 
tory covers the New York State and 
Metropolitan New York areas. 

Mr. Tand has been active in every 
phase of the shoe business for a num- 
ber of years. He was formerly buyer 
and manager of the Walk-Strate Shoe 
Clinic and until recently was with the 





BEN TAND 


Trimfoot Company in the Appliance 
Products Division in New York City 
and Long Island. 





D. J. Danahy Heads 


New Shoe Company 

Marlboro, Mass. — The Dan Danahy 
Shoe Company has been formed to 
manufacture women’s shoes in Marl- 
boro, and production is already under 
way. The initial output of about 1,200 
pairs daily will be sold to the retail 
trade. The line will consist of women’s 
welts to retail at $8.95 and $9.95. 

The new venture has been established 
by Daniel J. Danahy, vice-president of 
the John Foote Shoe Company, this city, 
although there is no connection between 
the two firms. Styling and merchan- 
dising will be handled by Mr. Danahy, 
and George Alban is superintendent. 
Mr. Danahy is also president of the New 
England Shoe and Leather Association. 





New Sales Office 


Opened in Boston 

Boston, Mass.—The Ideal Shoe Com- 
pany of Philadelphia, Pa., has opened 
a sales office at 111 Lincoln Street, 
Boston, for the purpose of contacting 
retailers, department stores and chain 
stores in the New England area. They 
have a complete line of women’s shoes 
covering arch shoes, novelty shoes of 
all heel heights, play shoes, sandals, flat 
heel welts and McKays, saddle shoes, 
camp moccasins and platform novelties. 

The Office is staffed by Leonard H. 
and Frank J. Mersky, who will call on 
the trade. 
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Imported aon stones | 





iebtadiah with bow | 
clips. 

“Immediate 
$728 poz. Delivery” 
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“LYCO” seamless sole, elastic top, snug 
fitting heel, one shade only. 


“Celanese” Rayor ....... wr per dozen pair 


Quality Cotton ...... 
Packed in 6 doz. a ll Counter |) 
Easel or in dozen boxes ~ sizes 8% toll. ]) 


LYONS & COMPANY 
120 Duane St., New York 7, N.Y. 
Quality Shee Store Supplies for 48 Years 

















St. Louis Waits for 
Stable Leather Prices 


(Continued from Page 97) 


tions enabled them to offer leather for 
less, are hoping that the brakes will 
be applied in time. They warn that 
prices can go too low, and add that 
such a condition would not be good 
for the industry as a whole. 

Calf leather tanners call attention to 
one important factor in the market. 
During the next two months heavy 
calfskins may not be plentiful, due to 
the fact that the calf market is going 
into the light season. They also point 
out that heavy skins have been pretty 
well cleaned up. One large calf leather 
tanner went so far as to say that the 
price on men’s weights might even top 
those for women’s weights; which would 
reverse the previous price picture as 
far as calf leathers are concerned. Or- 
dinarily the best men’s weight skins are 
obtained later on—in May and June. 
That is when the long-haired skins come 
into the market. These are more desir- 
able, since the current long-haired skins 
often contain dirt, sand, salt and dried 
blood, all of which are weighed in at 
the time of buying the skins. 

It is reported that the supply of kip 
skins is somewhat shorter this season. 

Sole leather prices have also under- 
gone considerable downward revision, 
dropping anywhere from 3 to 9 cents, 
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depending on the weight and grade. 
Heavy bends, which formerly brought 
up to 80 cents, now sell quite readily 
at 75 cents. Medium bends, which a 
month ago sold up to 84-85 cents, are 
now quoted at 80 cents. Light bends, 
which at one time were offered up to 
96 cents, find a market at 86 cents. 
Women’s finders’ bends are also softer, 
and can be bought for 95 cents or less. 


The offal market dipped along with 
sole leather, and steer bellies now bring 
41 cents and cow bellies 38 cents. Double 
rough shoulders, tannery run, are quot- 
ed at 73 cents. These used to sell at 80 
cents or better. Single shoulders, heads 
on, can be purchased for 55 cents and 
headless for 58 cents, which is well un- 
der the old prices—at least 8 cents 
less. 


Buying Caution Urged by NASCS 


New York—‘“Shoe retailers,” says a 
statement recently issued by Edward 
Atkins, executive secretary of the Na- 
tional Association of Shoe Chain Stores, 
“are faced with a particular problem 
in charting a merchandising course in 
view of current commodity price de- 
clines. A glance at shoe chain store 
operating data since the termination 
of OPA price controls would show many 
instances of reduced original markups 
taken as part of an overall shoe chain 
store program to absorb increased costs 
and prevent higher costs from reaching 
the public. Now that commodity price 
graphs have reversed their direction 
significantly for the first time since 
November, 1946, it seems particularly 
appropriate for retailers to change 
some of their recent practices. 


“For retailers to continue to purchase 
shoes at costs which would require con- 
tinued absorption and reduction in 
normal! margins seems inadvisable in the 
present market situation. Without at- 
tempting to predict the extent or tim- 
ing of price movements, the possibility 
must be recognized that in the hide- 
leather-shoe economy, post-war price 
peaks may not again be reached. 


“The shoe retailer must reckon with 
the possibility that shoes may suffer 
depreciation in value between the time 
he contracts for them and the time he 
can offer them for sale to the consumer. 
He would, therefore, multiply his al- 
ready substantial risks were he to con- 
tinue to purchase shoes at costs which 
do not permit adequate normal markup. 


“It is hardly necessary to note that 
every caution employed by merchants 
must be intensified during the immedi- 
ate period in the knowledge that eco- 
nomic history has provided at least one 
clear-cut truth: readjustments in price 
level, whether upward or downward, are 
never custom-tailored. If the pace of the 
adjustment satisfies most of an indus- 
try, then the extent of the adjustment 
usually fails to. Sometimes it is the 
other way round, but in most cases both 
the speed of readjustment and the de- 
gree leave most people unhappy.” 








|. Heavy Smooth Uppers 
Brown Orthopedic Rubber Soles 
Leather Laces—Long Wearing 


Immediate 
Delivery 






Ne. 2703 


| Men's (with cowhide laces) Sizes 6-11 $2.00 

Boys’ 2-5% 2.00 

Also Women's Brown Elk as above 4-9 2.46 

Women's White Elk—Brown Sole 4-9 68.58 
Terms: Net 10 days F.O.B. N.Y 
Packed 36 pairs to a case 


POLONER SHOE COMPANY 


156 Duane Street New York 13, N. Y. 
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| CHILDREN’S 
| BAREFOOT SANDAL 
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Heavy Smooth Elk—Unlined— 
Brown No-Mark Rubber Soles 








: 8%-12, 12% $1.45 

| As abeve, Heavy Uniinga Elk leather 

Sandals. Leather Insoles, Oak Bend Soles 

| Sizes: 5-8, 8%-12 Spring Heels $2.00 

| 12’ -3 Regular Heels $2.10 
White, Brown 


Colors: 
| Immedi-te Delivery—Net 10 days F.O.B. N.Y 
3% pairs to a run of color to case 


POLONER SHOE COMPANY 


156 Duane Street New York, N.Y. 


One-Day Sale at $2 and $3 


Kokomo, Ind. — While the public was 
expecting and looking for the first 
signs of falling prices, due to the break 
in the commodity market, the R. & S. 
Boot Shop selected two special groups 
of shoes, from their regular stock, sell- 
ing regularly up to $12.95 a pair, and 
offered 291 pairs at $2 and $3 a pair 
for one day only. The customer was not 
limited in the number of pairs that 
could be purchased at a time. 














eT YEAR wile 
STRAPS 


in Patent and 
White Elk 


G2 to 8 BCD 
BY te 3 ABCD 


No. 66:0-—-°o'ent; 
No. 6602—White Elk; Sizes: 12% to 3 
made with 5/8 heel. 














Ladies’, misses’, children’s, infants’—flesh 
color only, varied heel heights and sizes 
—Immediate delivery. Write for samples, 
also HOSIERY FORM details and Shoe 
Findings Catalog. 


LYONS & COMPANY 


120 Duane St., New York 7, N. Y. 
QUALITY SHOE STORE SUPPLIES SINCE 1998 








Give to the 
RED CROSS 
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Style Revolution Here, Says Expert 


Rhea Nichols Traces Effect on Shoes of Fashion's Return to the Period of 
1880-1910 in Address Before St. Louis Manufacturers 


St. Louis — An advance showing of 
the Allied Kid Company’s Fall and 
Winter 1948-1949 leather colors was 
presented here recently by Miss Rhea 
Nichols, Promotion and Style Director, 
at a luncheon given by the company 
at the Hotel Sheraton. Guests included 
the entire group of St. Louis shoe 
manufacturers, several representatives 
of the Allied Kid Company, members of 
the St. Louis press and a few out of 
town press representatives. Miss Nich- 
ols said: 

“It appears that generally speaking, 
the market has about reached its peak, 
and from here on in will begin to level 
off. Prices have reached the point 
where resistance against them is set- 
ting in seriously, and deflation looks 
like the order of the day. The shoe 
business, in particular, has today all 
the problems of the 1930’s, with a few 
added ones; and this means a return 
to merchandising closer to the season 
once again. It is impossible to plan too 
far in advance from the basic leather 
industry on up, since the picture may 
change from week to week, and no one 
can foresee exactly what will happen. 

“The shoe picture for Fall and Win- 
ter, 1948-49, will also be affected by the 
so-called ‘new look,’ which is definitely 
here to stay. The present fashion scene 
is one of evolution and revolution, and 
this Fall will see a return to the period 
of 1880-1910, with the Victorian somber 
colors relieved by bright accents. The 
ready-to-wear people have a compara- 
tively easy job in this respect, as they 
can liven a dark costume with bright 
hats or scarfs, but why not apply this 
same accent to the shoe? 

“The lower hemlines and the colored 
petticoats undoubtedly take away from 
the shoe, which means that shoe de- 
signs will have to fit into the over-all 
picture by following simple, plain, 
svelte lines, Pumps and ankle-strap 
shoes will thus gain in popularity, with 
a lack of ornamentation, and this can 
be translated into fewer pairs being 
sold. 

“High throats have definitely been 
accepted, and will be seen more and 
more; but very frequently they will be 
opened on top, as the woman has been 
accustomed to open shoes with plenty 
of ventilation, and the entirely closed- 
throat shoe will feel too heavy on her 
foot, in most cases. 

“Flats are more popular than ever— 
with a new version appearing to be 
worn with at-home clothes. Too little 
attention has been paid in the past to 
this occasion shoe, with any casual shoe 
being worn with the lovely lounging 
costume. Now it is time to pay atten- 
tion to the special shoe to wear at home. 

“Metallic and colored pipings will ap- 
pear everywhere in combination with 


dark suedes. Metallics will be seen in 
new effects, and will be worn more and 
more with daytime and restaurant cos- 
tumes. ‘Stardust’ makes its debut at 
the Leather Show, and will no doubt 
play the same role as the ever-impor- 
tant gold and silver. 

“It looks as though this next Fall 
will see a bigger suede run than ever, 
in all the new colors. Maracain will be 
used increasingly for casual shoes, and 
glazed kid will be seen not only in com- 
bination with matching suedes, but in 
all-over lovely dressy shoes. 

“Allied Kid Company is including in 
its Fall and Winter colors Turtle and 
Tortoise, a dark green and a brown 
wine chosen by the Color Co-op for 
their Fall swatchbook. These colors 
were matched to woolens and will be 
top promotional colors. Both these 
shades carry out the prevalent Vic- 
torian feeling. 

“The brown family is very important 
for next Fall. Cafe Brown, which is the 
old Town Brown, will be volume. Fol- 
lowing this closely will be Chocolate, 
Dutch Cocoa, Cinnamon, Nutria, Brown 
Almond (the old Balenciaga) and Pot- 
tery Beige. 

“Greens are supplanting reds every- 
where, and Allied Kid’s line of greens 
will include Woodland Green, which will 
be the volume green; Turtle Green, Cac- 
tus Green (grey-green), and the dark 
Spruce Green. 

“Greys continue to be important, 
with the light Misty Grey and a darker 
Charcoal Grey both appearing for Fall 
and Winter; as well as the Slate Grey 
of the Textile Color Card Association. 

“The Mosaic Group of colors provides 
the bright note in the Allied line — 
Purple Tile, Pottery Orange, Blue Glaze 
(a teal color) and Brown Lustre (a 
copper note). These can be used for all- 
over shoes, or as bright trimmings on 
darker shoes.” 


Stores Seek to Remain 
Open on Saturday Night 


Keene, N. H. — Local shoe dealers 
have become interested in a movement 
started by Mayor Frederick D. Mit- 
chell for the formation of a new mer- 
chants’ association composed of busi- 
ness men who are in favor of keeping 
their stores open Saturday nights. 

The mayor, who has stated that mer- 
chants are losing business to outside 
communities by not being open Satur- 
day nights, took steps to organize the 
new group after the retail division of 
the Keene Business Bureau voted to 
continue its practice of having the 
stores stay open Friday nights and close 
Saturday nights. 
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art | H. M. Florsheim Honored 
‘ 40 Chieago—Harold M. Florsheim, presi- 
* dent of the Florsheim Shoe Co. was re- i 
od of cently honored by The Netherlands 
government for war service. Together | 
with Aloysius M. Brumbough, an ex- | 
ecutive of the same firm, he was cited | 
en in for “meritorious service” in helping | 
e and the Dutch government get supplies to | 
; cos- its East Indies army. They were given - Behe 
a a en ee the decoration of “Commander in the (“ 
doubt SHOE CLIPS Order of Orange Nassau with Swords” | | CHILDREN’S SHOES 
i il i ce at the home of the Chicago consul gen- (|_........................ 
eral, Dr. J. B.V M.J Van-de Mortel. 
Pall uu ” Both men were colonels in the Quarter- 
bs New Process” Shoe Clip | master corps. | Smooth Leather Uppers 
ill be (non-rusting due to special 
, and protective coating ) E. C. Orr States Problems Non-Marking Flexible 
4 Immediate Delivery (Continued from Page 98) Rubber Sport Soles 
in He urged retailers to conserve their 
NICKEL or BRONZE capital as “we are now facing a period | $2.00 
ig in ‘ ; of inflation” and concluded saying that |} | 4. 4, 
and Z| Special Cash Price the business was in a period character- || pop NY. 
Frown Z| $4 50 ized by a very abnormal sales market | 
— 2 ttl compared to a normal buyers’ market. | 
Gross AID At a business session some 400 dele- 
ay MIWA TRADING C0. gates heard reports that buyers this | 

— wg 1523 Third Avenue year will have a wider range of selec- | 
Vie- New York 28, N. Y. tion in far more interesting styles than : 
tent has been available since before the war. | ome oy _. Wing a 

: ‘c ” Speakers said that both manufacturers rown with Brown Alligator Saddle, 
the Block’s Gets ““New Look Sah entiiiiems cae cal aen a a Brown with | White Seddie. ‘ 
= Seattle, Wash.—Max Block has been fact that the publie today is in a posi- is >, 
te, giving that “New Look” to his Block’s tion to choose what it wants compared 
Pot, Shoe Store at the busy public market with the war years when buyers were Ben Marbach Footwear Co. 
“ corner of First Avenue and Pike Street, forced to take what was available. Con- || 97 west Broadway New York 13, N. Y. 
Seattle, where the exterior of the shoe sequently, during the coming year the 
— store is being refinished in stunning public could expect the oe, TS lessees 
black marble effects. provide a wider range of merchandise. {| #### ©... 
will SANDA 
ac- . a sl ite i 
ao November Production Far Below Peak 
. . woop 
ant, Washington — November footwear sharp decline from the October ship- Pe 
‘ker production was approximately 9,000,- ments of 48,000,000 pairs which were s A N D A L 5 
Fall 000 pairs or 19 per cent below the 1947 Valued at Lge ey The — 
rey peak output of 47,000,000 pairs which V@lue per pair shipped remained about 
ion. , : _ the same, $3.65 in November and $3.64 
: the industry reached in October, ac > 
ides stim t to & —atGaGesan © October. An advance of 12 cents was 

_ os g — . *’ shown from the November, 1946, aver- 
| Department of Commerce. The 38,000,- : 
aze : age of $3.53 per pair. 

(a 000,000 pair or 7 per cent drop from Comparative production figures for 

# the 41,000,000 pairs made in November November and October, 1947, and No- 
on 1946. vember, 1946, and the per cent of 

November shipments totaled 39,000, change are shown in the following . te case. 
000 pairs valued at $142,000,000, a summary: @ IMMEDIATE DELIVERY 
——— Henry Modell & Co., Inc. 
Production | Percent of change Percent of Production 7 E. 4th St. @ GR 7-2807 @ New York } 
(nouand pair) | Rowpeed Wink | Yaeeoabhe ta 
Kind of Footwear “Rubber 
| Nov. Oct. j r 
1947 | 1947 Rubber | _Non- 
ers (prelim-| (Re- Nov. | Oet. Nov. | Leather| Compo-/| Leather 
ent inary) | vised) 1946 1947 1946 Soles once Soles 

. es 
a Shoes and Slippers, 

- SE ctdtcnebbinamencandii 87.879 | 46,765 |+40,752/ —19.0 | —— 7.0 73.9 21.8 4.3 Imported crystal stones 
nol Shoes, sandals, | set in silver or gold 
ing and playshoos ene. 32,479 | 40,098 |#34,511| —19.0|— 5.9] 73.6 | 24.6 1.8 background with bow 

a 8,187 | 10,350 | +8,470| —20.9|-— 3.3] 71.5 | 28.3 0.2 clips. 
er- Youths’ and boys’ .| 1,525/ 1,815| 1,625) —16.0|— 6.2/ 22.6 76.9 0.5 5.40 dz. 
de yom* 3548s] 2 | ae | wre 
ml Children’s —13.2| 14.5] 66.5 | 30.3 8.2 STELLAR CRAFT Co. 
h Infants —13.8|— 9.5]| 97.0 2.8 0.2 211 WN. 7th St., St. Louls, Mo 
e Babies —12.5 26.1] 84.8 0.5 14.7 
to superrstorbeowwrens| “ore | Sage] *see/—are|—iea| ase | te | 22 
TAC .ncccccccccrcccccccce _— ° —_ . ° “VV | = seeeee 
he Other footwear ......... 176 239 240 | —26.4 | —26.7| 52.2 32.3 16.5 Giv the Cros 
se Minus sign (—) denotes decrease. e to Red 5 
+ Includes 196,000 pairs of shoes made on government contract. 
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SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 





TEXAS - OKLAHOMA - LOUISIANA 


Nationally advertised line of women’s Foot Rest shoes will have above 
territory open for fall season. Line ready about April 20. Prefer to hire 
salesman, age 32 to 42, who has been selling shoes (preferably wo- 
men’s) in territory. We are looking for an experienced man who realizes 
that from now on hard work and intelligent selling will count in getting 
results. Have established business in this three-state territory. Please 
give full particulars as to experience, lines represented, ete., in first 
letter, which will be held confidential. See our display advertisement 


on page 95 in this issue. 


THE KRIPPENDORF-DITTMANN CO., 317 E. 7th St., Cincinnati 2, Ohio 





WANTED 
Experienced Salesmen for 
Children’s and Boys’ 
COWBOY BOOTS 


Excellent opportunity for Live Wire Sales- 
men to represent an outstanding Line of 


Cowboy Boots. 
S% on Basis—Can be handled 
as Sideline 
Following States open: 
Cali zona, New Mexico, Colo- 
rado, a. Arkansas, Louisiana, 


Represented 


ARONOFF BOOT CO. 


607 Wholesale Merchants Bidg., Dallas, Texas 











Several Territories 
Now Available 


For Salesmen to carry the HOT- 
TEST LINE OF HAND SEWN 
MOCC’S ... Fill-in basis . . . Priced 
lower than "competitive lines. Can 
be carried as side line. Demand 
last season greater than supply. 
NOW ABLE TO MAKE GOOD 
DELIVERIES. Interested in GOOD 
representation. 


Address Box 411 Care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








Salesmen for Nationally 
Advertised Goodyear 
Lockstitch and Casual 

Type Shoes 


Open Territories 

1. Missouri, Illinois, Iowa. 

2. Montana, Idaho, Wyoming, 
Utah. 

3. Louisiana, Texas. 

4. Virginia, West Virginia, No. 
Carolina, So. Carolina. 

5. Kentucky, Indiana, Tennes- 
see. 

6. Georgia, Alabama, Florida. 


Address Box 413, care BOOT & SHOE . <n 
100 East 42nd Street, New York 17, WN. 











AMERICA’S LEADING 


MOCCASIN MANUFACTURER 
Wants Non-Conflicting Side Line Sales- 
men for the Volume and Retail Trade. All 
territories open except Middle Atlantic 
and North-East areas. Attractive com- 
missions. State qualifications and refer- 
ences. 

Address Box 394, care BOOT & SHOE . 3 

100 East 42nd Street, New York 17, 
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GOOD SHOE REPRESENTATIVES 
WANTED 


One of the Largest Concerns Manufacturing California 
Casuals has representative openings in: Arkansas, 
Louisiana, Oklahoma, New Mexico, Texas, Tennessee, 
North and South Carolina, as well as part of the West 


Coast and adjoining States. 


Wonderful proposition. Commission basis. Should have 
showroom or office, or be in a position to obtain one. 
Outstanding opportunity for experienced, aggressive, 
live wire salesmen. When applying state full partic- 


ulars. 


ADDRESS 408, CARE BOOT & SHOE RECORDER, 100 EAST 42ND ST., NEW YORK 17, N. Y. 
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SALESMEN WANTED 


BY MANUFACTURER OF NATION- 
ALLY ADVERTISED LINE OF WOM- 
EN’S INSTOCK ARCH SHOES 
RETAILING IN POPULAR PRICE 
FIELD. MEN TO COVER FOLLOW- 
ING TERRITORY: (1) DELAWARE, 
MARYLAND, VIRGINIA. (2) TEXAS, 
OKLAHOMA, ARKANSAS. (3) MIS- 
SOURI, NEBRASKA, KANSAS. _IN.- 
TERESTED ONLY IN SALESMEN 
HAVING A GOOD FOLLOWING 
IN TOP RATED DEPARTMENT AND 
SHOE STORES IN ABOVE TERRI- 
TORIES. 


Address Box 420, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y 











CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box number 
is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If advertiser’s own 
name and address is used, count each word (street number is one word) at word rate. Classified advertising is payable 
in advance. Send check or money order with your copy. No accounts are opened for classified advertising except for regular 


advertisers on contract. 


The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 
** Advertisements for this page must be in our New York Office 10 days preceding publication date ™ 
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SALESMEN WANTED 











SALES REPRESENTATIVES WANTED 


For Nationally Advertised Branded Line of High Grade Children’s 
Shoes. Following territories now open: (1) Florida, Alabama, Mis- 
sissippi, Louisiana. (2) Kentucky, Tennessee, Missouri, Arkansas. 
(3) Oklahoma, Texas. (4) Montana, Idaho, Wyoming. (5) Utah, 
Nevada, Colorado. (6) Nebraska, Kansas, Iowa. (7) Upper Mich- 
igan. Write in full confidence, giving details concerning experience, 
qualifications, lines carried, territories covered, etc. 
Address Box 415, care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 








NATIONALLY ADVERTISED 


$10. up; 40 styles in stock, also cbm- 
plete Line of Make-Ups. 

Following Territories Open: 

. Washington, Oregon. 


. Nevada, Colorado, Utah, Wyoming, Idaho, 
Montana. 


. Georgia, Florida, Tennessee, Alabama, Mis- 


Please write fully. 


Address Box 417, care BOOT & SHOE RECORDER 
10 High Street, Boston 10, Mass. 











Women’s Shoe Salesmen 
for 


GEORGIA, FLORIDA, 
LOUISIANA, INDIANA, 
MICHIGAN, OHIO 


To represent a Manufacturer of 
Women’s Corrective Type Shoes. 
Nationally known for Quality, 
Value and In-Stock Service. Appli- 
cants must have successful sales 


Please give us complete details in 
first letter. We assure you full con- 
fidence during negotiating period. 
Address Box 419, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, WN. Y. 














Arkansas 
Kansas 
Chicago 


YF ener 


Florida 
Kansas City & Western 
ssouri 





SHOE SALESMEN WANTED 


By Established Manufacturer of Misses’, Children’s, Boys’, and 
Growing Girls’ Shoes. Our Lines Retail from $4 to $7. 

We operate an extensive Instock Department. 

We are interested in securing the full time services of experienced 
Shoe Salesmen for the following territories. 


Address 414 care BOOT & SHOE RECORDER 


6. Louisiana 

7. Maine 

8. Tennessee 

9. St. Louis, eastern Missouri 
10. Arizona, New Mexico 


100 East 42nd St., New York, NM. Y. 














SHOE SALESMAN 


coverage 
strictly confidential. 


RJOS SHOE COMPANY 


Somerville, Mass. 

















ALIFORNIA LAMBIES—WEST COAST'S 

FASTEST GROWING QUALITY LINE 
of Children’s and Women’s Shearling Slippers 
wants salesmen for all territories, Denver east. 
Give territory covered, lines carried and ref- 
erences. 7772 SANTA MONICA BOULEVARD, 
Hollywood, California. 





SALESMAN, EXPERIENCED, Selling Trim- 

mings and all Types of Ornamentations to 
Ladies’ Shoe Manufacturers and Retailers, for 
Midwestern territory. Knowledge of Styling 
referable. Address #421, care Boot & Shoe 
ere. 100 East 42nd Street, New York 17, 
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SALESMEN WANTED 








MEN’S ROMEO SALESMEN 


Old Established Eastern Shoe Manufac- 

turer of Men's Goodyear Stitchdown Ro 

meos to be sold as side line to Department, 

Chain, and Retail Stores. Write for ter 

ritories open 

Address Box 418, care BOOT & SHOE RECORDER 
10 High Street, Boston 10, Mass. 








SALESMEN 


For Well Established Line of Women's 
In-Stock Novelty Slippers and Cas- 
uals direct factory sales. Territories 
open: 

Seuthern California 

Washington and Oregon 

Nerth and Seuth Carolina 

















UNUSUAL BONUS 
ARRANGEMENT 


Salesmen Wanted For 
Three Fine Territories 
1—Chicage, lilineis, Wisconsin 
2—Detreit, Michigan, Ohic 
3—Pennsylvania, Maryland, Virginia 
Territories well established doing 
about $200,000 each. 
Foremost In Stock House featuring Na- 
tionally Advertised Children’s Shoes, 
Powerful Sport Shee Line, Hi Style 
quality Women's Novelties and Casuals. 
Resident Men with automobile full time 
and side line considered. Write fully. 


Address Box 395, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, W. Y. 











ALESMEN WANTED: TENNIS AND 

RUBBER FOOTWEAR direct factory ship 
ments. Western Pennsylvania, Ohio, West 
Virginia. May be carried as a side line 
G DYEAR-KEYSTONE CO., 319 Arch St.. 
Philadelphia, Pa 





ATTENTION 


MANUFACTURERS OF 


PLAY SHOES 
AND SLIPPERS 


Interested in high-grade rep- 
resentation in Mid-West to 
handle large Chains, Mail 
Order Houses and Whole- 
salers by reputable and well 
established man. Drop me a 
line for details. 


Address Box 39%, care BOOT & SHOE RECORDER 
209 South State Street, Chicago 4, Ill. 
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SIDE LINE SALESMAN WTD. 


BUSINESS OPPORTUNITY 





SALESMANY SIDELINE, CATERING TO 
THE INFANTS’ WEAR AND JUVENILE 
Departments throughout the East, to Ad- 
vertised Manufacturer's Line of Iniants’ 
Leather and Felt Shoes on a obloien > basis. 
Compact Line. Write as to the Line you are 
now carrying, with particulars as to k- 
ground. Address #412, care Boot & Shoe rs 
corder, 100 East 42nd Street, New York 17, N.Y 


WANTED: SHOE SALESMAN, GOOD 
FOLLOWING, to carry gutstanding Line 
of Popular Priced "Women’ s Casuals an Rey 
Types, Full time and commission basis. 
lent Line of Fast-Selling Styles. aie 
died exclusively or on non-conflicting basis. 
Write, giving age, experience, territory cover- 
age and references. Address #407, care Boot 
& Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y¥. 


ALESMEN FOR POPULAR PRICED 

SPORTS, Reliable New England Manufac- 
turer, Women’s and Misses’ McKay Sports in- 
terested in experienced salesmen, following 
territories: Carolinas; Maryland, ees In- 
diana, Kentucky; Arkansas, Oklahoma; Kan- 
sas, Nebraska. In-stock—Some established 
business; Commission basis. Give full details. 
Address #397, care Boot & Shoe Recorder, 10 
High Street, Boston 10, Mass. 


SALESMEN WANTED TO CARRY NA- 
TIONALLY ADVERTISED TOP GRADE 
LINE of Children’s And Growing Girls’ Welts, 
both regular and Orthopedic construction, Ter- 
ritories available: Florida, Georgia, Alabama, 
Mississippi; also Texas, Louisiana, Arkansas, 
Oklahoma; also Denver West, but not includ- 
ing three West Coast States. Address: Box 
2430 care of Boot and Shoe Recorder, 209 South 

State Street, Chicago 4, 

















SIDE LINE SALESMAN WTD. 





IDELINE SALESMAN WANTED TO 

CARRY HIGH GRADE Children’s Welt 
Shoes and Ankle Straps. Commission Basis; 
References. State Territory. Address #423, 
care Boot Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 





WANT a permanent business 
profession of your own? Learn 
the Stephenson Method of 

ive 


Do Y 





IDELINE SALESMAN WANTED: For a 

complete Line of Men’s and Boys’ Dress 
and Work Shoes carried in stock. Commission 
basis. Territory: New York, New Jersey, or 
surrounding States. Established Wholesale 
Concern. All replies confidential. Address 
#2410, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 


MAKE YOUR TRAVELING EXPENSES. 

Carry Three Samples of Nationally Adver- 
tised, High- ~Grade Women’s Shoe Forms; In- 
Stock. Liberal Commission. All territories 
open, Address # 432, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York, N. Y. 


ARRY A WELL KNOWN BRAND OF 

FAST SELLING INFANTS’ PREWELTS; 
Shert Line; Outstanding $3.00-$4.00 Retailers; 
In-Stock. Commission basis. Pennsylvania 
and surrounding States open. Address #433, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N.Y 














LINE WANTED 








MANUFACTURERS 


West Coast Shoe Travelers Associates have capable 
salesmen in their organization to represent your 
company. All territories Denver West. If you have 
opening; in above territories communicate at once 
with our Association. WEST COAST SHOE 
TRAVELERS ASSOCIATES, ROOM 320, HAAS 
BLDG., 213 WEST SEVENTH STREET, LOS 
ANGELES 14, CALIF. 








EPH HOD 
2-30 So. Market St., Boston, Mass. 











INTERESTED IN EXPORT? 


Salesman, Excellent following with Export 
Buyers desires sition: Drawing account 
Merchandise ordered and paid for by Ex- 
porter on Senastla basis. No Export for 
malities involved. 


Address Box 400, care BOOT & i . | om 
100 East 42nd Street, New York 1 











MR. E. WEISSENSTEIN 


Delegate of OVERSEAS MAR- 
KETING SERVICES, London, now 
in New York, invites inquiries for 
all kinds of British and European 
Footwear, Grindery Sole, Crepe, 
etc. 


Address Box 422, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 














SIDELINE SALESMEN 


Salesmen to sell Fine Line Infants’ 
All Leather Prewelts, sizes 3-9, retail 
$3.-$3.50; Also Child's Misses’ Welts, 
retail $5.-$5.50; Women’s All Leather 
Casuals, $5.-$5.50 retailers. Commis- 
sion 5%. Reliable New York Jobber. 
Territories open: North Carolina, 
South Carolina, Georgia, Oklahoma, 
Arkansas, Texas, Michigan, Indiana, 
Ohio, Illinois, Iowa, Missouri, New 
York, New Jersey, Pennsylvania, 


Connecticut. 
Address Box 366, care BOOT & SHOE + <n 


100 East 42nd Street, New York 17, 








EXPERIENCED SALESMAN WITH FOL- 

LOWING NEW YORK, CONNECTICUT, 
MASSACHUSETTS, desires position reputable 
manufacturer or wholesaler. Driver's license. 
Salary, commission, expenses. Address #403, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 








FOR LEASE 


GHARE PART STOCKROOM AND OFFICE 

SPACE in heart of Downtown New York 
Shoe District. Address #426, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. Y. 











POSITION WANTED 





WANTED 
SIDELINE SALESMEN 


To Carry Line of Men’s, Women’s, Boys’ and Girls’ 
Quality Hand Sewed and Machine Sewed CAMP 
MOCCASINS and LOAFERS for Wholesaler special- 
izing in MOCCASINS. Commission basis. Give refer- 


ences. State =a. 
BOOT & SHOE RECORDER 
10 tives “street, Boston 10, Mass. 














VERY SUBSTANTIAL, OLD, RESPECTED 
BOSTON DISTRIBUTOR of Fine Gen- 
eral Line, requires additional representation in 
South. Full time or sideline experienced sales- 
men. Most territories with active accounts. 
Address #404, care Boot & Shoe tava 100 
East 42nd Street, New York 17, N. 


IDELINE SALESMEN WANTED to carry 

High Grade Infants’ Welt Process Boots, 
Oxfords and Sandals. Commission toes. Ref- 
erences. State territory. Address care 
Boot & Shoe Recorder, 100 East 42nd sy 
New York 17, N. Y. 


T° CARRY CALIFORNIA MADE CAS.- 
UALS, Commission Basis. Reference. Flor- 
ida territory. Address me care of Boot & 
Shoe Recorder, 5410 Ishire Blvd., Los 
Angeles 36, Cal. 
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ALESMAN, 18 YEARS’ RETAIL a 
SELLING EXPERIENCE, DESIR 
PERMANENT POSITION. "EXCELLENT 
REFERENCES. Address #428, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 

York 17, N. Y. 


ANAGER, WOMEN’S BETTER SHOE 

DEPARTMENT; 20 YEARS’ EXPERI- 
ENCE; WILL TRAVEL ANYWHERE; EX- 
CELLENT REFERENCES. Address #427, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 














HELP WANTED 


ANTED: MODEL CUTTER AND STYL- 
IST in Casual Shoe Factory. A country 
Factory about 180 miles West of St. Louis, 
Missouri. Address #409, care Boot & Shoe 
epee 100 East 42nd Street, New York 17, 











FOR SALE 








FAMILY SHOE STORE, 
EASTERN PENNSYLVANIA 


Good Location, Business Section, Progressive town 

fifteen thousand population; Diversified industry; 

nationally advertised brands; medium to high price. 

Fully equipped. Established eighteen years. Reason- 

able price; short or long lease 

Address Box 401, care BOOT & SHOE . \ a 
100 East 42nd Street, New York 17, N.Y 














EAUTIFUL MODERN SHOE STORE 

FOR SALE in Fast Growing Prosperous 
Suburb. Population 100,000; near Newark. 
Nationally advertised Lines. Wonderful oppor- 
tunity for right party. Address #424, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





OUNG MAN, 2, GOOD APPEARANCE; 

8 Years’ Retail Shoe Experience, desires re- 
tail position in Shoe Store located New York 
City; Brooklyn; Westchester County. Address 
#406, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y. 


W INDOW TRIMMER: NEAT BACK- 

GROUNDS. FULL OR PART TIME. Ad- 
dress #429, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


TTENTION: SALES EXECUTIVES—Ex- 

perienced Salesman, Top Personality, Ex- 
cellent record, available to Outstanding Manu- 
facturer. College grad.; Age 34. Address 431. 
care Boot hoe Recorder, 100 East 42nd 
Street, New York, N. Y. 














ELL ESTABLISHED, HIGH GRADE 

FAMILY SHOE STORE handling well- 
known brands. Inventory approximately $20,- 
000. Also store building with six room modern 
apartment valued at $25,000. Will not sell 
separately. At this location 25 years. Retiring 
from business. Address #416, care Boot & 
~~. Recorder, 209 So. State Street, Chicago 
4, . 


FOR SALE—Completely Equipped Going 
Shoe Factory, medium High Grade Women’s 
Novelty Shoes; new lasts, new patterns; Ca- 
acity 1,000 pair per day; in Haverhill, Mass. 
xcellent iacilities an long lease, with low 
rental. Private reason for sale. All inquiries 
confidential. LIBMAN & QUEEN, 92 State 
Street, Boston, Mass. 





Boot and Shoe Recorder 
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FOR SALE 


WANTED TO PURCHASE WANTED TO PURCHASE 





ONLY EXCLUSIVE SHOE STORE FOR 
SALE: ONLY EXCLUSIVE SHOE 
STORE IN TOWN OF 7,000; Branded Lines 
for the entire family. Illness cause of sale. 
WRITE: BOX 562, BELTON, TEXAS. 


FOR SALE: CORRECTIVE SHOE STORE 

in Mid-Western City. Doing an excellent 
yearly business. Nearly 3,000 repeat customers 
on file. Must sell because of ill-health. Ad- 
dress #425, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y 


FOR SALE: ESTABLISHED MEN’S SHOE 

STORE in South Texas City of 500,000. 17 
years in same location. Clean Stock of Nation- 
ally Advertised Lines. Volume over $100,000 
Store completely modern throughout. Owner 
has other interests. Address #405. Boot & 
a! . ae 100 East 42nd Street, New York 
17, N. 


ADIES LEASED SHOE DEPARTMENT 
IN ready-to-wear Department Store in Mis- 
souri. Nationally advertised shoes carried. 
Good trade territory with population of 10090 
Address #402. Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N.Y 


ELFMAN’S CANCELLATION SHOE 

STORE IN ALTOONA, PA., city of 
85,000, 100% location; reasonable rent; 5 year 
lease; good volume; established 11 years; ex 
cellent Fixtures and Stock, plus reputable 
name; Inventory of Women’s Branded Shoes 
and Fixtures worth $15.000 at market value 
Sacrifice price $8,000. including stock, fixtures 
and good will. Due to illness owner must’ sac 
rifice immediately. Wire or phone: FRED |! 
LOUIS, c/o Elfman’s, 1309% Ilith Avenue 
Altoona, Pa. 




















WANTED TO PURCHASE 








GET TOP VALUE 


In Selling Your 
® SURPLUS STOCKS or 
® COMPLETE STORE 


CAMITTA SHOE CO. 


120 No. 4th St. Phila 6, Pa. 
Phone Lombard 3-2062 














TOP PRICES FOR YOUR SURPLUS BETTER GRADE SHOES 
Convert into cash—any quantity 
Your Name Protected .. . Write — Wire or Phone 
Reliable Specialists in Fine Shoes for 15 Years 


M. K. WEIL SHOE CO. 


1215 Washington Avenue—St. Louis, Me. Central 4898 











BARIS BUYS for CA 


Quality Shoes for Men, Women 
and Children 


liow JTOres 





Leases Assumed 


ou ie ee 


ee) ?) Oe 


° FIa 


wWOrth 2-5160 


New York 7, 4. Y 














CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 


SHORT LEASES ASSUMED 


WILL PAY CASH 


For Stock, Stores, and Leases. Penn- 
sylvania, New Jersey, Maryland or 


B. SABIN Delaware. 
93 READE ST. NEW YORK 13, N.Y. Address Box 148, care BOOT & SHOE RECORDER 
Telephone WOrth 2-2515 100 East 42nd Street, New York 17, N. Y. 

















HOE STORE IN IOWA Volume $25,000 
up. J. Kramar, 2133 Fir Street, Glenview. 
Illinois 


SSSSSSSSSSSSSSSS 
S Turn YourSurplusStock § 
= $$$ Into Cash $$$ § 


g CLOSE-OUTS — JOBS— §¢ 
$ Complete Stocks — Gov't § 
$ Surplus Footwear —Clothing § 


$ WELDON SHOE & SLIPPER CO. $ 


— 720 Fifth Ave. Pittsburgh 19, Pa. $ 
3 Phone ATiantic 0705 





MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 


Discontinued stocks 




















WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Quality Shoes for Men, Women and 
hildren. 


FOR CASH 
BROITMAN-GAFFIN SHOES, INC. 
147 Duane Street, New York 7, N. Y. 
Telephone WOrth 2-448 











JOBS * CANCELLATIONS * CLOSE 
OUTS AND IRREGULARS FROM 
FACTORY SOURCES ONLY + FOR 
DETANS WRITE P. 0. BOX 805, 
SYRACUSE, WN. Y. 











SELL YOUR JOB LOTS 
SAM CAMITTA & SONS 


9S Reade St., New York 13, MN. Y. 
Foremost Shee Buyers Since 1906 
COrtiandt 7-6378-9 











Buy Savings Bonds 
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SURPLUS AND COMPLETE STOCKS 
“OF BETTER GRADE SHOES 


— SSSSSSSSSSSSSSSS 





FOR CASH 
SHORT LEASES ASSUMED 
YOUR NAME AND BRAND 


TOP DOLLAR! 


FOR YOUR ODDS and ENDS, CLOSE 
OUTS or COMPLETE STOCKS 


PROTECTED 
EDDY SHOE COMPANY 
Always Reliable 


IRVIN RUBIN, INC. | | puta. 6, Pe 


“The House of Jobs” | Phone: LO-3-9538 











89 READE STREET 
New York City 





Phone BARCLAY 7-7887 











MERCHANTS’ NEEDS 














Moves Next Door | NEW ADJUSTABLE 
West Hartford, Conn. — Carlson’s Price ticket 
Footwear has moved from its former | remains in Cup 
quarters at 1001 Farmington Avenue desired posi- 
to a new store at 999 Farmingotn tion at all for Price Tickets 
Avenue under the managership of times. 
Leonard Romaniello. This is an ex- 
The new outlet follows an apricot — el 
and green motif, with beige rugs and - - 
natural finished furniture and shelving $5 gross 
with a walnut base. The store is 125 $2.75 
feet deep with the stockroom extending | half gross 
nearly the length of the store on one 
side, while the display floor is 15 feet | ,M. DB. POLLINGER CO. | 
wide. . : 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 













Open Stock 


#787X 
Immediate 

Delivery 

WELDON SHOE 


720 FIFTH AVENUE. 





ARMY TYPE FIELD SHOE 


Packed 12 Pairs to a Case - Size 6 - 12 


$3.75 


+ RUGGED | 
+ STURDY 
. + FLEXIBLE 


— Flesh Out — Natural Color 


“It's VALUE that counts” 
“It's WELDON for value” 


Made of heavy weight, top grade 
natural leather, 18 iron ARMOR- 
TRED sole stitched as well as 
nailed; doubly reinforced at toe 
and instep with two rows of nails; 
leather midsole; leather innersole, 
1 piece garrison backstay. 


& SLIPPER Co. | 


. PITTSBURGH 19, PA. 




















Handy, durable clamp for 
displaying pairs in many po- 
sitions. No display stand sg-°° 
needed. Price per dozen...... 


M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 














ROOM 204 
129 N. MAIN ST. 





All Shoemen should own an ALL PURPOSE SHOE STICK 
$2.95 P.P. 


Guaranteed for All Time 
ALL PURPOSE SHOE STICK CO. rocarorp, n.inois 


SAVE SALES 
Easy to Use for all types 
of shoe stretching on men’s 
women’s and_ children’s 


shoes. 














Juvenile Shoe Store 
Being Redecorated 


Fort Worth, Texas—Juvenile Shoe 
Store, at 306 Houston Street here, is in 
the midst of a redecorating job aimed 
at making shopping more interesting 
for its small-fry patrons. 


Already the upper walls, above mer- 
chandise shelves, have been done in a 
soft blue-grey, with fixtures the same 
color, but with added touches of pink. 
Setting these off are direct-on-wall 
paintings in a variety of gay colors. 
These paintings show all the Walt Dis- 
ney characters—from Mickey Mouse tv 
Pluto—in various comic situations. 
Over the front entrance is a pirate 
scene in the best Treasure Island tra- 
dition. To these are to be added other 
pictorial designs of juvenile interest. 


New floors have been laid, and except 
for a large wali-to-wall area at the 
front, are to be covered with a deep- 
piled carpeting, in taupe. The front 
area is to be of marble-type tile. Entire 
ceiling has been given a cream color, 
and new fluorescent tubular lighting 
fixtures have been installed. 


The store handles Red Goose shoes 
exclusively. J. E. Solomon, manager of 
the store for 11 years before he became 
owner in 1945, has the full-time aid of 
four salespeople, including his sons, 
Manuel and Leroy. Mrs. Solomon is 
cashier. 
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Milliron’s Department Store 


Appoints Arne as Buyer 

Los Angeles, Cal. — Milliron’s De- 
partment Store has announced the ap- 
pointment of Preston Arne as buyer 
for all shoe departments. He was for- 
merly with Gimbels’, Milwaukee, where 
he was shoe buyer and merchandiser of 
their main store for 22 years. 

Mark E. Valentine, vice president 
and general merchandise manager of 
Milliron’s, who announced Arne’s ap- 
pointment, said, “In line with our store- 
wide expansion and modernization 
program we feel key buyer personnel to 
be one of the vital phases of such a 
program, and we foresee an important 
contribution to our organization by Mr. 
Arne with his knowledge and experi- 
ence. 

Mr. Arne’s assistant in the men’s, 
women’s, and children’s shoe depart- 
ments in the basement and in the chil- 
dren’s department upstairs will be Earl 
Williams. In the men’s and women’s 
shoe department upstairs Gilbert Cas- 
tro will be assistant. 





Announces Appointment 

St. Paul, Minn. — E. C. Pennock, soft 
lines division manager of Gamble- 
Skogmo, Inc., headquarters at Minne- 
apolis, Minnesota, announced the ap- 
pointment of K. G. Evien, as group 
manager supervising men’s furnishings 
and footwear. 


\PAADVERTISING 
\ ek oo 
oF hound CUppiilgs 


—here’s how to get 


More Business! 


HE Vincent Edwards Idea Clipping 

Service has over 2,000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course 


VINCENT EDWARDS & CO. 


World's Advertising Service 
nization 


342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offe 





ED ei dendeccinsine 


Company ...... 

















The Late John Schwarz 
Memorialized in Newspaper 


Cincinnati, O.—John Schwarz, prom- 
inent Cincinnati shoe retailer who died 
three years ago at the age of 87, was 
memorialized in The Herald, community 
newspaper published in Cincinnati for 
having been “a keen observer and a 
genial gentleman.” 

The Schwarz store is now managed 
by his daughters, Mrs. Amanda S. 
Abel, Mrs. Rose S. Redeker and Miss 
Lena B. Schwarz. 
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| MR. DEALER: PUT THIS “BIRD” TO WORK 
MAKING MONEY FOR YOU 





REVOLVING DISPLAY STAND 


FREE! 


WHILE THEY LAST 


Revolving Display Stand Holds 6 Dozen Kiwi 
..-Yours FREE With Order of One Gross or More 






PROFITS SKYROCKET 
when you display 
Kiwi — world’s 
finest polish—in 
Kiwi's attractive, new revolving stand. Put 
this “silent salesman” to work in a hot traffic 
spot. It’s an eye-catcher that builds volume. 
BIG PROFIT MARGINS mean Kiwi deserves a 
place in front. 40 to 50% quick profits 
bring real extra money to your shoe polish 
department. Stock up now! 

BIG MEW NATIONAL ADVERTISING will send 


KIWI IS NOW IN AMPLE SUPPLY! 
READY FOR IMMEDIATE DELIVERY! 
RUSH YOUR ORDER WHILE 
FREE DISPLAY STANDS LAST! 





customers into your store to buy. One of the 
most intensive campaigns ever seen by the 
shoe polish industry will announce Kiwi's 
new availabiliry in unlimited quantities. 
Watch for full details! Get set for increased 
demand. Order one gross or more of Kiwi 
Polish —in assorted colors— today. Accept 
FREE—while limited supply lasts —an attrac- 
tive revolving display stand. 
ASK YOUR JOBBER FOR FREE 
DISPLAY STAND...OR SEND HANDY 
ORDER COUPON DIRECTLY TO US 


LYONS & COMPANY, Depc B 
120 DUANE STREET 
NEW YORK 7, N.Y. 


Please send FREE Kiwi Stand... 
(25-cent re-sale size .. 


DARK TRANSPARENT 
AN 


DATE 





with the following order of Kiwi. 
abiniine 144-ounce can) 


TAN MID-TAN BROWN MAHOGANY OXBLOOD BLUE 




















BLACK (NEUTRAL) 
ae ee | SHOW CARDS KIWI REPLICA 
Ship Via Name 
Order Number Street. 
Department City Zone State. 
any 


PLEASE PRINT PLAINLY. ACT NOW! 


















4240 
Also 4230 

In Black Calf. 
Stock AAA-EEE, 5-18 
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The Only Answer... 

ETONIC Scientific Buying Plan... 
The most outstanding dealer-profit 
program ever offered by a shoe 


company... 


Here’s How to Buy ’em...as you Sell ’em... 


7, Minimum Inventory! A scientific success-proven buying 
plan sets you up with a minimum inventory based on your 
needs—a one-mounth’s stock of staples instead of an unwieldy 
four month's supply. Your inventory is automatically kept at a 
profitable minimum — because you buy ‘em as you sell ‘em. 


2. Complete Sizes! You never lose a sale because you don’t 
have the size . . . you buy "em as you sell ‘em . . . automatically 
replace weekly what you sell from Etonic’s complete In-Stock 
Department ... with America’s largest range of sizes and widths 
.. AAA-EEE, 5-18! We stock them for you...so youdon’t have to! 


3. Automatic Weekly Re-sizing! There’s a magic re-order 
8} 


MAIL THIS COUPON TODAY! 
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s CuHaRLes A: EATON COMPANY . 

. Brockton 64, Mass. . 

= Please send me the facts about the § 

e Etonic Big 4 Profit Plan for Dealers. » 

: Store - 

Ss . 

S Buyer Tae id 

om * 

s Addn : 

tierce s° Nationally Advertised 
SSeSeeeeeeeeeeeeeeeeeeaeaeaaaan m Esquire 


ticket with every pair of Etonic First-in-Fit Shoes. You simply 
save the tickets in the ETONIC AUTOMATIC RE-SIZE Slotted 
Box, mail them to Etonic each week...and back come the 
sizes you've sold! Your stock is automatically kept at the 
planned level without your taking an inventory or writing 
an order! 


4. Four Times or More Annual Turnover! As a result, in- 
stead of turning your stock only 1'2 or 2 times a year, as too 
often happens under an old-fashioned system of buying, you 
get at least 4-times-a-year turnover with the Etonic Big 4 Profit 
Plan! And you know what that can mean to you in solid 
dollar profits! 


GET THE FACTS NOW! 
Already Etonic First-in-Fit Shoe deal- 
ers across the country are taking ad- 
vantage of the Big 4 Profit Plan... 
making maximum profits with mini- 
mum inventory. A limited number of 
Etonic franchises are still available to 
dealers who contact us promptly. So 
fill out the coupon and mail it today. 
We'll send you complete informa- 


MADE IN THE BOOTSHOP OF CHARLES A. EATON, BROCKTON, MASSACHUSETTS + Fine Bootmakers Since 1876 
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Boot and Shoe Recorder 




















In white and fancy colors, mellow Colonial 
Elk is ideal for making children’s shoes. 
It’s soft and pliant, but tough and 
durable, too. The colors are mght . . . 
it’s well worked out for profitable 
cutting . . . and it makes shoes 
that sell because they look 
their value. Send for 


color samples now. 


y, 
4 


COLONIAL TANNING COMPANY, Ime... Beston II, Massachusetis 








RIGHT in there where the 
action’s fastest, that’s where you'll find 
GERBERICHS! Because they’re Amer- 
ica’s most popular line of boys’ shoes, 
they get more than a fair share of the 
hard knocks fast-moving boys hand out. 
The consistent manner in which they stand 
up makes GERBERICHS prime favorites 
with parents who must foot the shoe bills 
and with retailers who must give them 
value. 


GERBERA - 
PHYWE SUELO 


MOUNT JOY PENNSYLVANIA 


> 


GERE 


Offices: New York, Marbridge Building, 
Room 405 * Los Angeles, 219 West 7th 
Street, Haas Building, Room 919 * 
Phila, Lafayette Building, Room 1025 








